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is for 
Scuff Resistant 


Just one of the many talking points 
and reasons why Kangaroo makes 
better shoes for your customers. Treat 
them as rough as he will .. . they 
stand the gaff. Actually Kangaroo is 
17% stronger, weight for weight, than 
the leather in any shoes you sell! 
But, Kangaroo is so s-o-f-t, and oh-so- 
gentle, too,-yet it has the smooth 
glossy surface that looks so good in 
well-styled, well-made shoes. 


is for 
Kangaroo 


...and More Profits This Fall 


Reangaroo is an increasingly important part of your basic shoe 
stock, and Kangaroo Profits are bounding ahead each season. More 
customers are realizing that comfort, and durability, and smartness 
in shoes is very much a part of the leathers from which they are 
made. And more dealers too, like yourself, are promoting Kangaroo 
to do that basic job. 


ie 
sel nA LEATHER COMPANY 
Unthih RICHARD YOUNG COMPANY 
TANNED /N ZIEGEL EISMAN COMPANY 
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HOSS M. DALBEY, Younker 
Brothers, Des Moines, Iowa, said: 

“Not long ago a well-known mer- 
chandising consultant said, “The av- 
erage good store finds only fifty 
per cent of the best sellers avail- 
able.” In other words, we have in 
stock during the season only about 
half of the items that are unusually 


DIDN'T SOMEONE TELL ME WE HAD A 
- ar ~ Best seen! 
— 





= 
4 
\4 

= 
}-- 
i 












































successful in all other stores com- 
bined. He said further, ‘From the 
fifty per cent discovered, these 
stores get only fifty per cent of the 
volume possible. First, because they 
discover them too late for a full 
season’s selling. Second, because 
they fail to promote them to full 
possibilities.” 

“Years ago ‘hot’ items were 
noticed, approved and reordered. 
They just happened to hit. Modern 
influences, chain stores, chain ap- 
parel shops, and consumer move- 
ment have changed customer think- 
ing. They want what they want 


when they want it, at the price they 
decide to pay. So now we observe 
customer buying habits closely in an 
effort to detect early which of the 
season’s merchandise she approves, 
so we can reorder in larger quan- 
tities. 

“There are so many advantages 
in developing and getting the most 
out of the best sellers while they are 
popular that we should consider it 
one of the most important things 
we do. BEST SELLERS . . . usually 
at full mark-up, are profitable items 

. they increase volume of busi- 


ness . . . they increase turnover per- 





. they increase customer 
. . they increase traffic 
in the store . . . they increase busi- 
ness on other items . . . they cost 
less to promote . . . they help sales- 
people do a better selling job .. . 
and they increase customer good- 
will because they are always, in the 
customer’s mind at least, excep- 
tional values.” 


centage . . 
transactions . 
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HEERBERT F. STEVENSON of 
the Kistler Leather Company in 
Boston was interested in the rules 
for a long life which appeared here 
recently and which we, in turn, had 
received from Will Knight, veteran 
shoe merchant of Portland, Ore. 


The rule read: 





“Eat like a bird; 

“Relax like a cat; 

“Sleep like a dog; and 

“Bear malice toward no one.” 

“Add this,” says Mr. Stevenson 
... “And work like a beaver.” 


* a * 


EARL CONSTANTINE, president 
of the National Association of Ho- 
siery Manufacturers, in New York 
City, says: 

“Four years ago crepe stockings 
came on the market, almost over 
night. We knew what crepe cloth 
was but not crepe stockings. With- 
in four months we had surveyed the 
throwing establishments to find out 
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what type of specifications were 
being used for yarns for ‘crepe’ 
stockings. We discovered one hun- 

' dred and eight varieties. Obviously, 
all of these could not have been 
crepe. Somewhere there was a line 
to be drawn. 

“We undertook to define crepe, 
not only for our industry and as a 
protection to the decent manufac- 
turer against the chiseler, but also 
as a yardstick for the market, so 
that when a question would arise 
as to whether a given stocking was 
‘crepe,’ the yardstick could be ap- 
plied. 

“We avoided drafting an ideal 
definition of crepe because that 
would have left us in the ridiculous 
position of the general who steps 
out of the trench and runs across 
No Man’s Land with no regiment 
behind him. So we said, We will 


establish a minimum value to crepe. 


wat (6 CREPE? 


Although we do not like to do it, 
we will bring that minimum value 
down from the ideal point to the 
point where we are sure that we can 
carry the day and take the army 
with us across the trench.’ 

“Isn't that a better thing to do 
than to have the perfect crepe stand- 
ard framed and hanging on the wall 
to look at but accomplishing no 
practical purpose? That is what | 
mean by practical and feasible as 
distinguished from ideally perfect. 

“Bearing in mind that the unit 
price of consumer goods is prob- 
ably as low as it will be in the 
American market for some time, the 
major concern of the consumer re- 
lates to the quality of mechandise, 
and to a proper identification or 
labeling of the quality so that she 
can judge whether she wants it or 
not. Today, the price interest of 
the consumer is in a secondary po- 
sition.” 

= &..% 
COLONEL PHILIP B. FLEMING, 
Administrator of the Wage and 
Hour Division, of the U. S. Depart- 
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—lIt's a safe bet that if we allow 
American Industry and Business to 
become regimented during this 
critical period of our history, this 
regimentation will cling to us and 
cramp our style for long years to 
come. 

—America's democracy and Amer- 
ican prosperity have been built up 
on individual initiative, pride in 
national progress and the desire 
for a higher standard of living. 

—Once industry becomes regi- 
mented, and it is so threatened at 
the present moment, individual in- 
itiative will be throttled and our 
standard of living will drop to 
much lower levels. 

—A prominent columnist recently 
said: "Restore American prosper- 
ity and the claims for the card- 
board economy of the dictators 
will collapse." 

—There are those in our own coun- 
try who would create a cardboard 
economy. 

—Unemployment, which is our most 
serious problem, will stand a far 
better chance of being corrected 
under a free business system than 
under a chain-qang system. 

—Sixty millions of American voters 
can and will decide this momen- 
tous problem. 

—And sixty million voters won’t be 
wrong! 


President 





ment of Labor at the N. R. D. G. A. 
Convention, said: 

“Wage costs differ considerably 
among industries, and even among 
various establishments in the same 
industry. In one, the labor bill may 
represent a very large proportion of 
the manufacturer’s total costs. In 
another it may be a very small pro- 
portion of total costs. 

“In the shoe industry, for exam- 


ple, it was found that the effect on 
total costs of bringing workers get- 
ting less than 35 cents an hour up 
to that level would, on the average, 
range from about one-half of one 
per cent to almost one and three- 
quarters per cent, depending on the 
labor cost ratio and geographic lo- 
cation of the factory. If the entire 
increase in the wage. bill were 
passed on to the consumer the in- 
creased selling price of a pair of 
shoes would be only about three and 
one-half cents on a pair of $2.00 
shoes and five and one-half cents on 
a pair of $10.00 shoes.” 


* + 


KK ATHERINE RATTO, merchan- 
dise Counsellor of The Merchandise 
Mart in Chicago, Ill., said: 
“Consumer psychology has 
changed and many refuse to recog- 
nize the change. It is a challenge 
to plan, study and prepare to recog- 
nize those wants of the Customer 
who does actually know what she 


GET RID O THEM 
> 





wants. Let us say here and now, as 
Fanny Hurst said, ‘At long last Mrs. 
Consumer has become the fashion’ 
-—very definitely. For her this Fall, 
among other things, we'll have . 

“Greater simplicity of line, more 
restraint and much less ornate trim. 
This is, of course, the direct result 
of the war. We've gone past any- 
thing that would be classed as mili- 
tary, that is, brass buttons, etc. Our 
emotions today call for definite re- 
straint, good lines, not somber but 
not frivolous — not ostentatious. 
Classics will be tops. The silhouette 
change is, of course, the slimmer 
line of the narrowed skirt. Still not 
narrow in the tube type skirt we'd 
known but definitely slimmer. Here 
pleats are important. Sometimes 
pleats all around and sometimes a 
few almost hidden pleats to give 
freedom of motion. 

“Daytime colors are lovely — 
many greyed tones—nutria brown 
—greyed green—wine good. In 
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dressy coats and dresses—black. 
Evening dress colors are on the 
brilliant side.” 

EDWARD B. TEUNINCK, a Farm- 
ington, New Hampshire shoemaker, 
of Belgian birth, has donated seven- 
teen pairs of children’s shoes, which 
he made himself, to the Rochester 
Chapter of the American Red Cross, 
for European war refugees. Mr. 
Teuninck, who has many relatives 
abroad (some of whom are undoubt- 
edly Belgian refugees) made each 
pair of the footwear a masterpiece 


of his craftsmanship. 


*“*WV ALKING might help,” says 
The New York Times. “The whole 


history of mankind suggests that 
the human animal, as such, does 


not like to walk. His idea of prog- 


ress, from year one’s log-in-the- 
stream to this year’s streamlined mo- 
tor car, has been to avoid walking. 
He has ridden every kind of animal 
that would stand to be hitched. He 
has measured his degree of civiliza- 
tion by the speed with which he 
could get over land and water with- 
out the use of his legs. A premedi- 
tating walker, who not only does 
not thumb for a ride but will not 
accept one when offered, strikes 
most people as insane. People who 
walk usually feel obliged to offer an 
explanation: they are looking at 
birds, they are about to climb a 
cliff on which, if luck is with them, 
they stand a good chance of break- 
ing their necks, or else they need 
the exercise. Few of us dare to say 
that we walk because we like to 
walk. 

“Now comes Dr. Paul D. White 
with a noble blow at the ancient 
non-walking tradition. We should 
walk more and ride bicycles more, 
he says, in order to release fac- 
tories, raw materials and workers 
for national defense. Dr. White 
also believes that ‘one of the great 


errors of the day is the failure to 
take regular exercise,’ but he wisely 
puts the patriotic motive first. 
There are many of us who would 
collapse at the thought of exercise 








who might be willing to walk—and 
could walk sturdily—for the pub- 
lic good. 

“We do not think there is going 
to be enough walking to injure the 
automotive industries. There could 
be more, with much benefit to the 
national digestion, and probably 
also some improvement in its state 
of mind. And there could be more 


provision for safe places to walk, 


. particularly along country thorough- 


fares, where speeds are high and 
many motorists regard the pedes- 
trian as a blot on the landscape.” 





AMIN accident insurance claim has 
been paid on a case of “hot foot.” 
The victim cleaned spats with an in- 
flammable compound and then put 
them on before they were thorough- 
ly dry. Hurrying down the street, 
the friction of one spat rubbing 
against the other soon ignited the 
cleaning fluid, and before the man 
knew what was happening his feet 
were in flames. Before he could get 
the spats off he was burned on the 
feet and legs. Luckily he kept the 
fire from spreading to his trousers. 


a * . 


THOMAS C. BRODERICK, retail 
shoe man from San Diego, says: 
“Recently Boot anp SHoe Re- 
CORDER carried a story about my 
old friend, Arthur McDonald, hav- 
ing a collection of RecorpeRs dat- 
ing back some twenty years. Ar- 
thur’s collection is small-sized com- 
pared with the one I have. My 
father started to save his favorite 
shoe trade paper over 40 years 
ago, and I have followed along, too. 






































"| want a pair with arch supports—! don't like to be called ‘Flat-Foot'.” 










Popular trends are featured in this Laskin Mouton 
coat—its trim fit, big sleeves, patch pockets and 
rich beaver color. Brown or wine shoes can both 
be worn with this tone. A high style idea, launched 
early in the season, suggest a blue shoe 
and accessories with this brown coat. 












ACCENT on slimmer skirts; on rich subdued colors; 
on smooth, fine woolens for dress coats and fuzzy fleeces 
for sport and casual types. Strong favor for furs; for 
casual clothes; for separate dresses; for browns, blues 
and greens. These are some of the highlights in the Fall 
ready-to-wear market that you will find useful to remem- 
ber. Detailing includes pleating, tucking and shirring; 
front fullness and bloused backs; side draping or fasten- 
ing; pockets and belts. All these you will find in the 
new coats, dresses and suits. Good taste, expressed in 
good design, fine fabrics and subtle colors, is the key- 
note of the Fall collections in ready-to-wear as well as 
in shoes. For this reason, Fall clothes offer a good back- 
ground for shoes and accessories. These are slated to 
have an important season, with handbags and gloves 
carefully styled to match or blend with shoes and 


costumes. 
























SHORT skirts strengthen the already strong trend to 
pumps, and the trimmed pump—of which there are 
many attractive versions—fits well into the new ready- 
to-wear silhouette for dressy or tailored clothes. Slim 
princess lines in coats and dresses and sleek-fitting elas- 
ticized shoes are part of the same strong trend toward 
clothes that are feminine but not fussy. 

The importance of smooth-textured woolen fabrics for 








GOOD NEWS 
IN READY-TO-WEAR 








Sithouettes, Colors and Fabrics in Ready-to-Wear All 


Offer Prospects of Good Pairage for the]Shoe Merchant 








by ELEANOR RUTLEDGE 






Mink plastron on softly tailored coat with 
front fullness. The brown of the mink 
should be matched in the tailored reptile 
pump with snub nose. 
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Furs are used luxuriously this 
year and silver fox is still a 
number one favorite. The 
dressy black suede shoe, trim- 
med with snakeskin, is as dra- 
matic as the fur trimming and 
the side fastening of the coat 
and the off-the-face hat. 


dress coats and the enormous vogue for furs suggests a 
strong promotion for smooth leathers in shoes and hand- 
bags. Suede is almost too close a match to such a 
velvety fabric as duvetyn, for instance. The season for 
woolen dresses and coats, therefore, should bring in 
smooth leathers strongly. Smooth calf or kidskin fit into 
the picture and offer an effective contrast to the dull 
fabric, giving animation to the whole costume. Furs tend 
to do the same thing, since most furs have a soft sheen. 

With so much stress laid on furs this year, you should 
have the fur, as well as the fabric, style picture in mind. 
Fur colors are important in themselves and also as a 
definite influence on fabric tones. In the brown family, 
for instance, one woolen fabric house has a Ranch Mink; 
another a Nutria. Still others have blended fabrics to 
the beaver and blue fox tones. Excepting silver fox and 
black Persian lamb—both leaders for Fall—brown furs 
are by far the most important. Mink ranks first. Skunk 
(sable or marten dyed), beaver and blue fox, all rank 
high among the 1940 furs. (Blue fox, by the bye, dyed 
to match the new duvetyns, is a high style, high price 
idea. ) 


BBROWN furs will be seen on black, on brown in several 
shades, and on all the lovely new greens, blues, greys, 
tiles, and red, rose and grape tones. They offer a price- 
less opportunity to you to promote and sell brown shoes, 
. both the dark Conga and the warmer, redder Cordovan, 
which is expected to come in for the after-suede season. 

These shoe browns are lovely with the moss or olive 


greens as well as the bright and the dark bluish greens. 
They are especially attractive with the blues—the dark 
greyed blue called Carbon, one of the new colors for 
formal coats and suits—the greenish Rocky Blue or the 
lighter turquoise-y blue called Blue Spruce. The two 
last are recommended for casual coats and suits. 


EBOTH shoe browns have a place in the Fall picture. 
The darker Conga Brown should sell best in suede. (In 
fact, this brown and Red Port are the two colors recom- 
mended next to black for shoes, handbags and gloves in 
suede, crushed, grained and smooth leathers.) Cordovan 
Brown—with its subtle red cast—is the logical color in 
smooth leathers to follow the early suede season. The 
last swatches sent over by Molyneux from Paris were in 
dark reddish tones for shoes and accessories. There is 
plenty of fashion endorsement of this color family and 
plenty of reason why Mrs. Average Customer should like 


it and find that it fits into her Fall wardrobe. In the 


casual picture, too, the brown to tan and natural shoe 


colors should be very important. Light natural color 
fuzzy fleeces are slated to be good in casual coats. Plaids 

-muted in color—and brilliant solid reds, blues and 
greens, in casual and sports clothes all take brown or tan 
shoes as a natural. 

In all this brown excitement in ready-to-wear as well 
as shoes, don’t forget your other colors. We have men- 
tioned the most important colors in both dressy and 
casual clothes and showed that brown shoes will be espe- 
cially attractive and smart with them. There are other 

[TURN TO PAGE 30, PLEASE] 


The wrap-around coat is back 
again in a big way and is an 
important part of the trend 
toward casual clothes for Fall. 
It is shown here in deep-piled 
fleece in a clear natural color. 
Casual low - heeled shoes in 
crushed and grained leathers 
and suede are the right note 
with this coat. 
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The Personal Touch 
IN SELLING CHILDREN’S SHOES 


NESTLED in between two women’s shoe departments 
on the third floor of Famous-Barr Co. in St. Louis is an 
attractive little shop that never seems to know a dull 
moment. There’s a secret behind the steady success of 
this Younger Generation Shoe Shop which finds its 
answer in the “personal touch” that the amiable buyer, 
J. A. Lonergan, gives to every young customer. 

“The most important part of the shoe business, and 
at times the least considered, is the children’s shoe de- 
partment,” comments Mr. Lonergan. “There is an old 
saying to the effect that a house is as good as its foun- 
dation, which is very true of the shoe business. A good 
children’s department is the foundation that builds for 
the future. It is here that the baby starts and it does not 
take long for that baby to grow up. How long that baby 
is your customer may depend largely on the way the 
baby was handled on its first visit. 


cae children’s shoe b Famous-Berr pum 
' een Co. Se. —.. 4 “Considering the fact that it takes 18 years for the 
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Left: Rear view of the Famous-Barr Younger Genera- 

tion Shoe Shop. Note the panel of wall niches which 

make for effective interior display, and the display in 
the counter itself. 


average child’s foot to grow to maturity, it is nice to 
think that it is possible to have that customer for that 
period of time and for many years afterward.” 

Watching Mr. Lonergan on any day in his active little 
shop, sensing his enthusiasm, and listening to his ideas 
on the basic principles on which he manages his shop, 
one couldn’t help but see the reasons for the popularity 
of the Younger Generation Shoe Shop. But we'll let him 
tell you about it. 

“There are a few essential things necessary for the 


J. A. Lonergan, Buyer of Juvenile Footwear at 


Famous-Barr Co., St. Louis, Tells How He 


Keeps Children and Parents Both Coming Back 


to His Younger Generation Footwear Shop 


success of a children’s department,” advises Mr. Loner- 
gan. “Service that instills confidence in the mother and 
makes a friend of the child counts most in selling chil- 
dren’s shoes. Shoes can be bought anywhere, but the 
man who gets the business is the one who stays on the 
floor and sells the CHILDREN even though the mother 
pays for them. 

“Children know what they want in the way of style. 
Mothers are interested in fitting and the service they get 
for their investment. The idea is to please both. Patience 
and a broad smile and knowing how to talk to children 
in their own language is very important. Sell the child 
and the mother will do the rest. 

“ “Let us care for your children’s feet’ is an apt slogan 
that we use in our advertisements and posters in our 
department, which we have always lived up to. 

“I personally see every baby that enters the depart- 
ment for the first time, note that the proper shoe is 
selected for it, and insist that we watch the growth and 
fitting of every pair of shoes thereafter. 

“The foundation of any good children’s department is 
corrective business . . . and here’s where personal atten- 
tion is of vast importance,” continues Mr. Lonergan. 
“T look at the shoes the children are wearing when they 

[TURN TO PAGE 37, PLEASE] 


Below: The Younger Generation Shoe Shop at Famous- 
Barr Company. Striped chairs and fitting stools add a 
note of color to the department, and the display panels 
on the right wall offer splendid promotion opportunities. 
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East window of Young’s 
Hollywood Boulevard 
store. The large straw 
hat in the center serves 
as an attention - getter, 
drawing lookers from a 
distance to inspect the 
display more closely. 
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GET DRAMATIC ATTENTION VALUE 


**$0 you like the windows, do you?” queried Brown- 
hill. “What struck your eye first?” 

“Coming down the boulevard from the west, that over- 
sized straw hat seemed to stick way out in the middle of 
the sidewalk. Then when I came the other way, it was 
the leaping buck that stood out,” was the answer. 

“That’s just the point of those windows. Dramatit 
attention is centered in the middle sections and not just 
a few shoes down front. Men will stop and look the 
windows all over if the attention is called to something 
mid-way from the street,” it was pointed out. 

This conversation between R. G. Brownhill, manager 
of the Young Speedy Shoe stores in and around Los 
Angeles, and your reporter had to do with displays of 
the Young Hollywood Boulevard store. All Young stores 
have lively windows, but the one in Hollywood is always 
a top stop, due to its important location. 

Young’s shoe stores under Brownhill’s management 
have always been far in advance in many methods which 
are now just coming into somewhat popular practice. 

Modern trends in dramatizing men’s shoes have been 
developed to a nicety in this group of stores. So, let’s 
see what can be found out by interviewing Brownhill 
and Welton Wheaton, his Hollywood manager. 

The accompanying photographs reveal a number of 
distinct display units. Note a display of Mexican type 
woven oxfords built around a miniature Spanish foun- 
tain, from which water rises and falls. A panel on which 
is mounted an immense straw hat, tying ventilated shoes 
up with straw hat week and suggesting straw hat com- 


Lively Displays That Stop the Traffic and 
Focus Attention of Passers-by on the Shoes 
Shown in Windows Form a Major Feature of 
the Promotion Policy of Young Speedy Shoe 


Stores, Located in and about Los Angeles. 


fort for the feet. A panel on which a white buck in 
mounted to dramatize the beauty, the scarcity and the 
quality of white buckskin shoes. In the rear of the east 
window is a store made moving piece having mechanical 
hands which turn and twist a shoe about to show its 
flexibility and softness. Awnings in the center of both 
windows carry out the idea of Summer merchandise 
and coolness. 

In the front of the store, facing the street, sitting on 
an authentic replica of an old shoemaker’s bench, sits 
the old custom shoeworker. This display is so realistic 
that most people at first glance think he is real. Children 
insist on coming into the store to touch him before they 
are convinced otherwise. 
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IN YOUR MEN’S 


Hollywood Boulevard has seen everything, but this 
setting stops them all. The old shoemaker is the work 
of a well-known artist and the quizzical smile on his face 
invariably brings a smile in return. 


WHY all this trouble, expense and brain power ex- 
pended on windows? Between the nearby corner of 
Highland Boulevard and the well-known corner of Vine 
and Hollywood Boulevard are some 20 different stores, 
all selling good makes of men’s shoes. Good stores, too. 
Well managed, well staffed and well supplied with good 


The leaping buck on the 
back panel of this west 
window serves the same 
purpose as the straw hat 
in the east window. 
Moreover, it ties in wit. 
the buckskin shoes dis- 
played. 


SHOE WINDOWS 


This display of hand woven oxfords is lov- 

cated just inside the front door at Young's 

Hollywood store. The shoemaker is so 

realistic that many customers are drawn 
into the store from curiosity. 


by 
HARRY R. TERHUNE 


merchandise. Obviously the answer is, the better dis- 
played, the easier sold. 

As Mr. Wheaton said, “Fifteen years ago one could 
buy a shoe comparable with those offered today, but a 
shoe window of 15 years ago, placed alongside of one of 
today’s standard, would be a sorry-looking thing 
indeed.” 

It is the sense of the management here that the store 
today trying to do business with obsolete and poorly 
lighted display windows, using old-styled, stiff and 

[TURN TO PAGE 34, PLEASE] 





AD SLANTS 
AT SHOES IN THE NEWS 


LOOKING over a collection of current retail shoe ads clipped 
from newspapers in widely separated sections of the country, 
one is impressed by the great number of small space advertise- 
ments, featuring interesting novelties in Summer footwear from 
a style standpoint. True, some of these ads stress the fact that 
clearance sales are in progress and prices are reduced. But for 
the most part, the objective of the merchants seems to be to 
stimulate business by playing up interesting and attractive pat- 
terns, developed in the popular Summer materials and colors, 
with white in the leading place. 

“You're right in white,” says Walk-Over, Chicago, in an ad- 
vertisement. featuring men’s Summer shoes, which it calls a 
“cool treat for your feet.” The ad goes on to say that white is 
the “smartest all-purpose, hot-weather shoe,” and offers “your 
choice of wing or straight tip as illustrated.” Both styles are 
specially priced at $6.95. “And because of the extra demands 
that Summer puts on your feet,” this advertisement concludes, 
“you'll doubly appreciate the relaxed comfort and fine fitting 
qualities that are a part of every pair of Walk-Overs.” 


THAT is an example of the way in which enterprising stores 
are making the most of the opportunity that still exists to sell 
white shoes at a profit before competition compels them to in- 
clude these most popular of vacation styles in their clearance 
sales. And, speaking of vacations, one is somewhat surprised 
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to note that comparatively few of the stores advertising 
Summer footwear in the newspapers emphasize in any 
considerable degree the fact that vacations planned for 
July and August call for extra shoes for various pur- 
poses, and that any vacation can be vastly more enjoy- 
able if the right shoes for the occasion is tucked away in 
trunk or suitcase. 


WHILE Carson Pirie Scott & Co., also of Chicago, hails 
“the dainty touch of sparkling white” as a means to 
“glorious freedom in light, lovely Rhythm Step shoes,” 
I. Miller speaks of “the cool, frosted beauty of Glacial 
White” in a New York newspaper advertisement. Slat- 
tery’s, in Boston, feature “crisp new white shoes by 


Lovely! 


Coot and Dark and 


Carlisle” in airy mesh, and describes them as “shoes that 
feel as light as air on your feet—pumps trim as a new 
penny, with cool mesh vamp and pert bow.” 

“Winged wood” is the caption of an ad by O'Connor 
& Goldberg, Chicago, showing a shoe with one of the 
very new hand-carved wood heels and ornaments, “for 
the daintiest foot that ever spurned the ground! Hand- 
carved wood—the freshest, most appealing fashion in 
years—so new it turns all heads—-so neutral it goes with 
every costume.” And the ad goes on to say: “We predict 
a wave of wood—in jewelry, on bags, on hats, on frocks 
—be first to wear wood with these Plater DeLiso shoes! 
Black suede and wood, $16.75. O-G handbags to 
match,” 


FLORSHEIM sounds the warning of higher prices fo 
come in advertising their Summer sale, which the ad 
refers to as an “Extra Value Sale.” The sub-caption an- 
nounces “Today’s High Quality at Last Winter’s Low 

[TURN TO PAGE 30, PLEASE] 








Cabana converts are way over the million mark 
+ ++ and coming back for more. Cool in any 
color, these Airy-Go-Round successes are even 
cooler in white. White suede Step-ins, Sandals 


and Ties, $8.95. 


Air-Cooled Walk-Over Cameos, $6.95. 


WALK-OVER 
WHITES 





Stores Make the Most of the Season's Oppor- 


tunity to Sell Smart and Attractive Summer 


Styles at a Profit—Effective Use of Small Space 
Ads with Frequent Insertions Is Policy Fol- 
lowed by Many Merchants to Promote Pro- 
fitable Specialties during Clearance Season 
—Oppeortunity to Stimulate Sales by Stressing 


Vacation Footwear 


Needs Overlooked by 


Some in Planning Summer Copy Campaigns 





Te fies 
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OUTLOOMN 


Keep a Watehful Eye Wide-Open 


AT the moment we are continuing to build up the 
legend that Germany is the last word in efficiency, in 
war as well as economics. We mustn’t let that legend 
continue. Instead, we must remember that no nation 
on the face of the globe has as much to offer in the way 
of legend for good, for ambition, for peace, for com- 
mon man, as America. What we need to do is to stand 
firm to our own convictions and continue to preach to 
the world that the American Way is not only the best 
way but the ultimate way for a form of democracy that 
is real. 

Say to any man, woman and child, in any part of 
Europe: “Whom do you fear?” and the answer is 
obvious. Ask the same person: “What country do you 
have the greatest affection and admiration for?” 
Almost the universal answer is: “The United States.” 
That love and affection has been built up over the 
years and will continue to be a force for good, even in 
the secret hearts of people regimented in totalitarian 
states. 

Then ask yourself, in sheltered America, which way 
must ultimately win out and you inevitably come to 
the answer—the forces of light and truth, intelligence 
and independence of American democracy. It may be 
dark for a time, but morning always breaks anew and 
refreshed for the real life of free men, women and 
children. 

There has been far too much talk about masses and 
classes. It’s time for thinking about individuals—that 
little guy “me”—who bleeds when cut, starves when 
foodless, freezes when shelterless—who is a pretty 
important person to “me.” The “me’s” are hungry for 
the things America can give and give—no other system 
is so good for “me.” : 

We are all living in a period difficult to understand; 
but what we do know is that we are not going to be 
fooled by words that mean one thing and deeds that 
mean another. Make no mistake about it, the United 
States is going to make itself one “tough hombre” in 
this fighting world———because it is aroused to the need 
of real defense preparedness. It’s not going to put on 
a false front that looks formidable but behind which 
the termites have dug their treacherous holes. 

Never was a time in your life when you recognized 
honest words better than you do right now. Those 
spokesmen who stand up in meetings and volunteer 
“their industry into war service work” long before any- 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


one in authority has asked for such cooperation, or 
Congress has authorized such participation . . . well, 
they’re speaking for themselves and their secret ambi- 
tion is to be in the limelight. This is not going to be 
the “pink publicity period” of the last World War, 
when many a dollar-a-year man was in Washington be- 
cause “what was good for him was good for the indus- 
try and therefore must likewise be good for America.” 
Let’s have no more of that voluntary leadership or 
super-patriotism that feasted upon publicity. 


Q@NLY the other day one little committee of what is 
called the “merchants’ association”—but actually a 
general merchantile association covering every busi- 
ness activity—voted for immediate controls in view 
of the emergency. Anyone with an ounce of common 
sense could see the gallant “grenadiers of ‘trade” gal- 
loping down to Washington to take up the leadership 
of industry. " 

Well, it’s our guess that all that kind of hocus-pocus 
is OUT of this new situation. Let no man stand up and 
speak for associations or industries without well-con- 
sidered approvals—by that association or industry— 
because no one man is going to be given the authority 
to vote acts putting industry and distribution under 
regulations and restrictions—for the sheer joy of hav- 
ing everything organized and disciplined. 

Business men are going to have something to say on 
the Industrial Mobilization Plan—revision of 1939 
. . « particularly on this paragraph: 


“While price control, necessary publicity, and 
other aids may be invoked to stimulate both 
production and the use of substitutes, priori- 
ties in accordance with basic policies estab- 
lished for finished products will be mandatory 
for the control of the distribution of com- 
modities. . . . On the basis of established 
priorities, distribution may be made or con- 
trolled by the War Service committees them- 
selves, or by the other designated agencies.” 


Business men and retailers are not going to abdicate 
certain freedoms unless it is right and proper and so 
[TURN TO PAGE 51, PLEASE] 
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KNOWLEDGE IS POWER! 


Health Spot Shoes and the 
proper merchandising meth- 
ods offer one of the greatest 
opportunities available to the 
shoe retailer today. 








The 3 fundamentals of suc- 
cessful shoe retailing are: 





Knowledge of the Human 
Foot 


Knowledge of Scientific 
Shoe Fitting 


Knowledge of Scientific 
Shoe Construction 


These important subjects 
form a part of the curriculum 
| at the ORTHOPEDIC IN. 
Biel Cnet Or hear cnn STITUTE SCHOOL. 


CLASSROOM, ORTHOPEDIC INSTITUTE SCHOOL 


ORTHOPEDIC INSTITUTE 
SCHOOL 
OPEN TO RETAILERS OF 
HEALTH SPOT SHOES AND 
BONA FIDE PROSPECTS AT NO 
COsT! 


To permit the greatest number getting 
the benefit of the Orthopedic Institute 
School, the Musebeck Shoe Company is 
offering this training course without 
charge. It is of particular value to 
merchants who are adding Health Spot 
Shoes to their business or those who 
plan to operate exclusive Health Spot 


outlets. te 
TYPICAL STUDENT BODY 


Dealers who have attended recent classes are enthusiastic about the future. An increase in sales 
volume is noticeable almost instantly and fulfills the aim of the Orthopedic Institute School — to 
help Health Spot dealers sell more Health Spot Shoes. 

Attendance is limited. Write for particulars today. All enrollments are sub- 


ject to approval by our territorial representative. If you are selling Health 
Spot Shoes, or are interested in our proposition, don’t miss this opportunity. 


MUSEBECK SHOE COMPANY 


DANVILLE ILLINOIS 


HEALTH SPOT SHOES FOR MEN, WOMEN AND CHILDREN 
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POSITIVE PROMOTION POLICY 
Sueecess Formula of Newark Store 


Above — These adjoining 
back- 


Display, Direct Mail and Newspaper Advertising Are Emphasized 
in Building Up Trade for the Shoe Departments at Hahne & Company. 
Frequent Fashion Shows Also Draw Customers. 


HB AHNE & CO., Newark, is a department store which does an outstanding busi- 
ness in shoes. As a chief reason for this success, we might mention its positive 
clear-cut promotional policy as evidenced in display, circularization and advertis- 
ing. Another explanation which logically could be offered—and, of course, it con- 
ditions the promotion—is the fine teamwork between executives, exemplified by 
the unified efforts of buyer, fashion coordinator and advertising director. 
Unobservant, indeed, must be the customer who enters this New Jersey store 
without becoming conscious of needs in footwear. The importance of displaying 
shoes where traffic is heavy and in conformity with seasonal demands, has een 
emphasized by the buyers and merchandise managers of shoes at Hahne & Co. 
Shoppers entering the store fromthe rear entrance are bound to see the attractive 
department of medium-priced shoes, located along a heavy traffic aisle on the main 


floor. If they come in from the Broad Street entrance, they are likely to note the 
[TURN TO PAGE 46, PLEASE] 
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e/ 
“ENTERING 
WEDGE” 


O LU/CL 


THAT'S WHAT KISTLER “BENCH BRAND” 
SOLE LEATHER CAN BE TO YOU 


It is customers—not shoppers—that make shoe merchandising profitable. 
You are assured that men’s shoes bottomed with Kistler “BENCH BRAND” 
Sole Leather, appeal to desirable and stable trade. By simply calling attention to 
this especially fine sole leather at the fitting stool, you can satisfy the desire of 
discriminating buyers to know values. It becomes an “Entering Wedge To 
Sales.” Thoughts of price give way to visions of benefits receivable by a pur- 
chase. And when by service it reveals all the merit it is known to possess, men 
whose goodwill is a valuable asset to you, find their way to your store repeatedly. 

WRITE US FOR THE NAMES OF MANUFACTURERS 
MAKING STREEF ORESS. SPORT. ORTHOPEDIC 


AND WORK SHOES BOTTOMED WITH KISTLER 
“BENCH BRAND” SOLE LEATHER 


KISFLE a iil "ie 
Ompr iif 


FOUNDED - 1640 


‘BOSTON - MASS: 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE. WISCONSIN 
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Confidential Advice to the 
Customer 


_ The public is used to sales at this 

time of the year—they expect bargain 
prices, fair merchandise and possibly 
incomplete sizes. But if you are run- 
ning a sale and are offering something 
out of the ordinary, here’s a sugges- 
tion from the London Character Shoe 
Store, Broad Street, Newark, New 
Jersey. The following sane sale ad- 
vice appeared on a large sign in the 
oack of each show window: 

“WHY This is New York’s Greatest 
Shoe Value: 

“(1) Because it’s no ordinary sale 
of left-overs or broken lots—but our 
entire new complete stock of summer 
and sports shoes of standard London 
quality. 

“(2) Because it includes all our 
expensive génuine imported white 
buck shoes. We use only the finest 
imported quality—velvety soft—po- 
rous—cool and non-scuff. 

“(3) Because if we had to replace 
these shoes on today’s rising market, 
they’d have to sell at $7 to $10. 

“(4) Because now—with the whole 
Summer ahead to enjoy their wear— 
these savings really mean something!” 

* * # 


“Men! Step WHITE this way!” 
(Dalsimer, Philadelphia) 


* # * 


The Extremes of Business 


Women customers whose particular 
feet require extreme sizes such as 
ones, twos, elevens or twelves, don’t 
mind a good mark-up and will allow 
color and style substitution if proper 
fit can be secured, according to the 
sales records of the Eckardt Shoe 
Store of Kansas City, Missouri. 

Proprietor John E. Eckardt says 
that most stores in the Midwest 
don’t give extreme sizes any consider- 
ation. His firm, however, has found it 


profitable to handle them as a sales 
leader and as a result has built up a 
strong following from this type of cus- 
tomer. 

The buying policy requires that 
only a few of each size and style be 
kept in stock, but frequent ordering 
and automatic invoicing keeps all 
sizes always available. An _ extra 
charge of $1.00 is charged for these 
extreme sizes. 

As to the benefits and results de- 
rived from this merchandising, Mr. 
Eckardt says: “Each call to our store 
by the extra size customer usually re- 
sults in a two or three pair sale. She 
often takes one or two pairs with her 
and often orders one or two pairs be- 
fore she comes in again. 











450 Filth Ave. 49 W. 34th St. 1552 Broodwoy 





Fall comes early to New York 


“We have built a reputation as be- 
ing able to fit any foot,” says Mr. 
Eckardt, “and get a large portion of 
this profitable business. It is steady 
the year round and gains us a wealth 
of mail order business on which we 
have never had a single loss.” 

* * «# 


A Profitable Shoe Business 


We watched Charles Kushins, oper- 
ator of the Charles Kushins Co., 1915 
Broadway, Oakland, Calif., complete 
the sale of four pairs of shoes to a 
husband and wife, pass them on for de- 
livery, make out the sales slips and 
okay the couple for credit. They were 
old-time customers—the kind who 
drop in, buy three or four pairs of 
shoes, have them delivered, receive a 
bill for $30 or $40 on the first and 
mail a check for the full amount. 
Nice type of business! 

But Kushins has a nice type of busi- 
ness. And volume for the first six 
months of 1940 is 18 per cent over 
last year. 

Mr. Kushins says, “The generally 
improved models of more colorful 
styled shoes and wedge heel shoes 
supplies the opportunity for women to 
more adequately complete their 
matched ensembles. The novelty types 
warrant approval. One thing that can 
be said, if and when the trend changes 
and present styles become passé, we 
will only have short lines and not 
stand to take the losses on them that 
we have on certain other types. 

“Manufacturers, in producing new 
ideas they desire to get out in a hurry 
beating their competitors to th 
punch, too often make the shoes on 
lasts that do not fit as they should 
This hurried manufacture raises th: 
dickens with the retailer. 

“The retailer buys shoes to sell- 
not to return to the manufacture: 
Sending shoes back is an unprofitabl: 
matter for all concerned—but it ha 
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BEST IDEA OF THE WEEK 
A BIG BUSINESS IN BIG FEET 
(Palter & Fitzgerald, Inc., 297 Livingston St., Brooklyn, N. Y.) 





We sincerely appreciate your 


recommendation of 





and assure you that we did everything possible to 


make your recommendation worthy of us. 


Palter & Fitzgerald, lac. 
297 Livingston Street Brooklyn, N. » A 
Near Nevins St. 











O. P. Ideator—“I received your THANK YOU 
CARD in the mail this morning, and I thought I'd 
drop in to also thank you for your thoughtfulness.” 


Mr. Fitzgerald—*That’s just a little gesture on our 
part to show our appreciations when somebody is nice 
enough to send us a customer or prospective customer.” 


O. P. Ideator—“It's little things like these that 
make me believe that the shoe business is one of the 
few industries that is still made up of gentlemen.” 


Mr. Fitzgerald—‘“It isn’t only that, but we have 
found that it is good manners to be appreciative and 
good business as well. And, whenever a customer 
comes in on somebody's recommendation, we also 
try to show our appreciations by giving that customer 
extra good service and attention. In a specialized 
orthopedic business like ours we realize that when 
we get a new customer and treat him or her right, a 
sale of one pair of shoes may lead to twenty or thirty 
sales over a period of a few years. We have tried 


all kinds of advertising in 30 years of business, but I 
can sincerely say that the success of our store is due 
more to word-of-mouth advertising than anything else 
—satisfied customers just have to tell their friends.” 


O. P. Ideator—*What do you mean when you say 
that yours is a ‘specialized orthopedic business’?” 


Mr. Fitzgerald—“We are equipped in our shoe sales 
and shoe building shop to take care of any foot prob- 
lems—we have competent shoe fitters and can recognize 
foot ailments and fit, adjust or make shoes to give 
satisfaction and foot comfort. Our business is spe- 
cialized in that we take a special interest in big feet. 
We have a reputation of having the ‘world’s largest 
range of shoe sizes’. We carry IN STOCK men’s 
shoes in sizes 4 to 21 and widths AAAA to EEEEEE 
and women’s shoes in sizes 1 to 13 and widths AAAA 
to EEEEEE. We believe that is one of the broadest 
businesses on record and we are fitted to supply even 
larger sizes on short notice. Primo Carnera, the giant 
Italian prize fighter, was formerly a customer of ours, 
taking a size thirty-five.” 


O. P. Ideator—*T still don’t see how you can do a 
large enough business in big feet to make a stock of 
these large sizes profitable?” 


Mr. Fitzgerald—“It’s just because one customer tells 
another and as a result we have countless friends 
from all over the world—customers that we have never 
seen. They have heard of us. tried us, paid us and 
almost always come back for more. Yes, I believe 
that in the shoe business, today, there is a great busi- 
ness for the specialist—-the man who serves a special 
section of the public and serves them so well that 
the number of his special customers will grow with 
satisfactions.” 





“Sun Beige—To 





Wear With Any- 


to be done occasionally. I would sug- 
gest that manufacturers check more 
carefully on innovations, whether last, 
pattern or new construction and assure 
themselves that the shoes will sell 
without apologies.” 

* * * 


An Appropriate Ensemble 


As you step off the escalator on the 
fourth floor of Bamberger’s, Newark’s 
largest department store, and walk 


tive Summer costume and wears an 
appropriate pair of Summer shoes. 
Surrounding each model are six pair 
of other model shoes that would be 
appropriate to wear with each cos- 
tume, proving invaluable as silent 
salesmen. All a customer has to do 
is to pick out the costume that near- 
est approximates her own Summer en- 
semble and then she can see what 
shoes are fashionable to wear with it. 


thin Under the Sun!” 
(Maison Blanche, New Orleans) 
* * * 


With Our Appreciations 
Gair’s Shoe Store in Redland’s, 
California, has the following check of 
appreciations five and a half inches 
long, and printed on bright yellow 
paper, which they attach to all bills 
they pay: 


towards the women’s shoe department, 
your eye is arrested by four lovely 
display mannequins at the entrance of 
the women’s shoe department. 

Each mannequin is standing in a 
separate display—each display spaced 
about ten feet from the next. The 
settings consist of six-foot in diameter 
platforms raised about one foot off the 
floor with artificial green grass on the 
floor and a white wire fence surround- 
ing the whole display. 

Each model is dressed in an attrac- 





I’m Glad to Pay You . . . Here’s My Check 


I want you to know I have enjoyed doing business with you because 
you gave me honest value. And I know you will enjoy doing business 
with us. Our apparel is standard quality, made by manufacturers proud 
enough of their uct to insist their names are on it and who have 
never exploited employees “to get the prices down.” The institu- 
tion I represent is locally-owned so the profits from every transaction . 
you give us will remain in Redlands to help make your home town a 
better place in which to live. oun 
"Ss 
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Barnard 8S. Solar. Compo President, Dies 


Cuicaco—Barnard S. Solar, president and director of 
the Compo Shoe Machinery Corporation, died July 15 
at the home of his mother-in-law, Mrs. Rose Davidson, 
on Lakeshore Drive, Chicago, after a brief illness. He 
was 45 years old. 

Mr. Solar, with William H. Bresnahan, of Lynn and 
Swampscott, founded the Compo Shoe Machinery Cor- 
poration in Boston in 1928. The firm was one of the 
first to develop the process of cementing soles to shoes 
by machinery. He was the son of Israel Solar, who was 
an expert shoemaker employed in various Lynn fac- 
tories and who operated a retail shoe store as well. 
During vacations, Mr. Solar worked with his father in 
Lynn shoe factories. During the school year, his week- 
ends were spent in his father’s store. Thus, early in 
life, he acquired a workable knowledge of both manu- 
facturing and retailing. 

After his graduation from the Lynn English High 
School, Mr. Solar turned, not to the shoe industry, but 
to life insurance as a means of livelihood, and in the 
short space of a very few years he became the leading 
insurance salesman in his home city. Ambitious and 
abundantly willing to pay the price for success, he 


Victim of Heart Attack, Executive of Shoe 
Machinery Corporation, Passes Away at the 
Home of Mother-in-Law in Chicago, after Bril- 
liant Career. Won His Way to Success by Ambi- 
tion and Hard Work, Most of His Business Life 
Being Devoted to the Shoe Industry 


studied during the evenings, graduating from the law 
college of Northeastern University, Boston, in 1917. 

When William H. Bresnahan formed the Bresnahan 
Shoe Company he recognized Mr. Solar’s sales ability 
and hired him as a salesman for the line. The relation- 
ship proved highly successful for both men and a fine 
business was established in women’s shoes with stores 
throughout the country. But more than that, a close and 
enduring friendship was formed between the two men. 

The Bresnahan Shoe Company was the first in the 
country to do any serious experimenting with cement 
soled shoes, and they produced their own machines for 
sole attachment. This attracted the attention of many 
other manufacturers who asked them to supply machines 
and equipment for cementing soles. Out of this grew 
the Compo Shoe Machinery Corporation, which was 
formally incorporated in 1928, Mr. Solar becoming 
president and Mr. Bresnahan chairman of the board. 

Mr. Solar’s was one of the strongest and most vivid 
personalities in the shoe industry. He was imbued with 
a tremendous drive and singleness of purpose which 
was tempered by a keen sense of humor. He will long 
be remembered, not only as one of the outstanding sales- 
men of the industry but also as a student of music and 
a violin performer of more than average ability. In this 
latter field he showed promise even as a boy, one of his 
first jobs after leaving high school having been as a 
member of the orchestra engaged to play nightly in one 
of Lynn’s motion picture theaters. 

Mr. Solar is survived by his widow, Mrs. Annabell 
Solar of Chicago; three brothers, Arthur of St. Louis. 
Henry of Brookline, and William Solar of Boston; and 
three sisters, Mrs. Louis Lansky, Lynn; Mrs. Abraham 
Levy, Swampscott, and Mrs. Rose Blick, of Washington 
D.C. 
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TOP-VALU PLA-SHU 
A durable pla-shu of real 
value. Drilled back duck 
upper, new hi-bock 
cut construction. 
SANITARY SERYV- 

ARCH INSOLE. 


HARDWEAR 

An exceptional value. New 

hi-back cut upper. SANI- 
TARY SERV-ARCH 
INSOLE. Sturdy 
tractor-tread de- 
sign foxing. Crepe- 
type outsole. 


SERCREPE 
Hi-bock cut upper of black 
duck. Double-stitched side 
stays. Genuine 
crepe designed out- 
sole. SANITARY 
CUSHION INSOLE. 


TENEX LO-CUT 
(Patented Propr-Bilt Arch) 
Made blue or white. Spe- 

cial army duck upper. 


cap. SANITARY 
CUSHION INSOLE. 


COURT OXFORD 
(Bal Cut) 
Made blue or white. White 
Ai 4 A. ig A dual 
foxing. Moire de- 
signed crepe-type 


outsole. SANITARY 
CUSHION INSOLE. 





SERV-ARCH DE LUXE 
PLA-SHU 


A colorful pia-shu. 
SANITARY SERV-ARCH 
INSOLE. Two thick- 
nesses of duck and 
drill in vamp. Hi-bock 
cut. Crepe-type out- 














THIS SEASONABLE 


IS READY FOR DELIVERY 


is the time to sell canvas, 
rubber - soled footwear. 
The selling season is in full 
swing! Our stocks are com- 
plete and ready for im- 
mediate delivery. 


WHY NOT 


check over your stock? 
Profit by having on hand 
ample, salable merchan- 
dise. 


LF H 


SNAG-PROOF 


Lambertville Division 
of 
The Servus Rubber Company 
Office and Stockrooms 
328-330 Broadway, 
New York, New York 


Factory and Stockrooms 
Rock Isiand, Illinois 


KIT-N-BALL SHOE 
Hi-back cut upper. Heavy 
grey outsole with eight 
rugged cleats of 
rubber. SANITARY 
CUSHION INSOLE. 


TENEX HI-CUT 
Army duck upper. Cloth 
back stays. Blue inside 
foxing. White toe 
cap. Propr-Bilt Arch. 
Molded crepe out- 
sole. SANITARY 
CUSHION INSOLE. 


STREAMLINE 
Hi-bock cut upper. Army 
duck. Double-stitched 
back stay and sad- 
die strap. Molded 
sole. FULL CUSH- 
1ONED SANITARY 
INSOLE. 


SERFLIGHT 
New hi-bock cut upper. 
Cloth back stoy. White 
inside foxing. PROPR-BILT 
ARCH. MOLDED 
FULL CREPE OUT- 
SOLE. SANITARY 
CUSHION INSOLE. 


FORT OXFORD 
(Bal Cut) 

An ststanding 
priced oxford. White 
crepe-type designed 
outsole. Made over 
combination last. 
SANITARY CUSHION 
NSOLE. 





FORT LO-CUT 
Made white or blue duck 
upper over combination 
last. Crepe-type out- 
sohe. SANITARY 
CUSHION INSOLE. 


“FORT HI-CUT 
White duck upper. Crepe- 
type outsole. Light in 
weight. SANITARY 
CUSHION INSOLE. 


CLAIRE HEEL OXFORD 
Made white, brown, blue 


heel. Shank support. 
SANITARY CUSHION 
INSOLE. 


TOMAHAWK OXFORD 
Made heavy duck upper. 
Extra heavy drill lining. 
Light weight, genu- 
ine crepe outsole. 
SANITARY CUSHION 
INSOLE. 


SERV-ARCH SPORT 
OXFORD 


Coarse duck upper. Made 
in white, blue or natural. 
White diamond de- 
sign foxing. Crepe- 
type outsole. SERV- 
ARCH INSOLE. 











Movie Stars Aid War Refugees 




























n working 


Matching shoes gathered for ——_ relief distribution, Dolores Del Rio, 


Claudette Colbert and Const 


tt, chairman, are 





at the headquarters of the new Hollywood chapter of the International 
Committee for Refugees in France, just established at 8745 Sunset 
Boulevard. 





Good News in Ready-to-Wear 


[CONTINUED FROM PAGE 15] 


shoe colors you should consider in rela- 
tion to the new costume colors. The sea- 
son’s wine, Red Port, is a very beautiful 
shade. It can be worn very effectively 
with black, of course; also with some 
brown costumes; and it is especially 
lovely with both families of blues—the 
military or greyed blues and the green- 
ish blues; with grey and with beige. 
And there is the olive green shoe, sug- 
gested for promotion. It was shown by 
a number of style houses in their open- 
ings and has carried through as an in- 
teresting idea for extra pairage. It can 
be effectively combined with black, 
brown—especially good—and beige. It 
may also be matched to, or blended with, 
a green costume, since there is a definite 
place for the tone-on-tone kind of co- 
ordination. And then there is the black 
suede shoe trimmed with discreet 
touches of red—Cheer Red—or green— 
Promenade Green. This is quite dis- 
tinct from the “wear-with-everything” 
black shoe. It is a colored shoe, not a 
black shoe, and must be bought and sold 
as such. 

The following listing of colors from 
the Official Basic Ensemble Colors for 
Fall 1940 from the N.R.D.G.A. may be 
useful to you, all color names given 
being the ones used by the Textile Color 
Card Association: 

Formal Coats and Suits: 1. Black— 
75 per cent. 2. Indo Brown. 3. Banda 
Brown. 4. Burgundy Wine. 5. Beetle 





Green. 6 Scotgreen. 7. Flotilla, also 
called Carbon Blue. 

Dress Costumes: 1. Two browns 
listed above. 2. Two Blues—Greenhaze 
and a medium light greyed blue. 3. 
Black. 4. Green. 5...Wine—in better 
costumes only. 

Sports Coats and Suits: 1. Naturals, 
Beiges, Covert Tans. 2. Brown to Indian 
Earth. 3. Blues. 4. Greens. 5. Wines 
and Reds. 6. Black-and-whites, and 
Greys, including ombre and yarn dyes. 

Casual Coats and Suits: (Please note 
this list includes only the first five of 
nine listed colors.) 1. Black—40 per 
cent. 2. Rocky Blue. 3. Romany (a 
blue). 4. Rigi Blue. 5. Angela Brown. 
6. Indian Earth: 

Wool Dresses: 1. Pigeon Blue. 2. 
Greenhaze. 3. Barktan. 4. Chicory 
Brown. 5. Tropic Moss. 6. Bagpipe 
Green. (And four others.) 

Silk and Rayon Dresses: 1. Black. 
2. Noisette also called Nutria. 3. Brown 
Coffee. 4. Promenade Green. 5. Spruce 
Green. (And four others.) 

Some of the above costume colors 
have been selected for high style pro- 
motion. Carbon Blue, for example, will 
have such promotion a little later. Air 
Force Blue, a slightly lighter tone, right 
now. Taupe—not included in the above 
listing—and Indian Earth are con- 
sidered to be high style colors. Grey— 
a clear, true grey—is slated for volume; 
the more subtle Elephant Grey for high 
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style. Rose Copper, not listed on the 
N.R.D.G.A. card, is also considered 
very good. 


In shoes, some high style manufac- 
turers will have three blues to match 
the following fabric colors: Rocky Blue, 
Rigi Blue and Greenhaze. Plum shoes 
will be another promoticnal idea with a 
rose shade in fabrics called Dragee 
Rose. 


Ad Slants at Shoes 
In the News 


[CONTINUED FROM PAGE 21] 








Price,” and the ad sounds this note of 
eaution: “In the face of rising costs, 
Florsheim shoes today at regular prices 
are bargains you can’t afford to miss 

. at last Winter’s saie prices they're 
the greatest values in our 48-year his- 
tory! Now is the time to stock up... 
because Florsheim prices may never be 
so low again!” 

These ads are typical of the current 
trend, so far as copy and selling ap- 
proach are concerned. Clever and effec- 
tive ideas are to be found in hundreds 
of other retail shoe ads by stores the 
country over in communities both large 
and small. Thus retailers are showing 
a high degree of originality and in- 
genuity in their efforts to keep sales 
humming during the hot Summe: 
months—and in many instances with 
gratifying results. 





Canadian Shoe Production 
Shows Gain 


MONTREAL, CANADA — Production of 
Canadian leather footwear factories in 
the first quarter of the current year 
totalled 6,595,846 pairs, compared with 
5,586,003 pairs in the corresponding 
period of 1939. Footwear for women 
is of first importance, its pairage rep- 
resenting 48 per cent of total produc- 
tion. Second in order of quantity is 
footwear for men, with a proportion of 
31 per cent. Footwear for boys and 
youths, misses and children and babies 
and infants makes up the remaining 
21 per cent. 


Novel Merchandising 


Feature Tie-up 


CoLORADO SPRINGS, CoLo.—The wash- 
ability of canvas-topped shoes was re- 
cently demonstrated in an unusually 
effective way by the Vorhes Shoe (o., 
here, through a novel merchandising 
tie-up with a local laundry. 

Samples of very dirty shoes belong- 
ing to store friends were sent to the 
laundry, and after washing were (is- 
played along with new shoes. Show- 
ecards, of course, pointed out the new 
and the old, drew a comparison between 
their appearance. 

The tie-up proved equally valuable 
for both the shoe store and the laun«''y, 
the latter gaining in publicity value as 
much as the store did in demonstrat on 
of a merchandise feature. 
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R&L 
Custom 


UNISHANE 
Steels 


- wooD 
; 5 ~=—s- Parallel Sides 
P. G. 


COMBINATION 
Welt 
McKay 
Turn 


Single Sole 
Stitchdown 


Custom 


USC 


HE shank too is a bridge — between the heel and the ball — 
T and it too is weight bearing to a degree that can only be de- 
termined by engineering skill. That is part of the service you 
get in buying shanks from the United ... whose experts help 
you determine the correct shank for the style and purpose. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SHOE MANUFACTURERS DREAM 





His retailers have an 
ADDED SALES POINT 
for his shoes... ¥ 








* line. But his retailers could only talk the time-worn points 
of styling, serviceability quality materials. There wasn’t a sorters look at the edge of a 
thing that they could say about his shoes that they couldn’t say sole, it’s as if they have magni- 
about any of his competitors’ shoes. fying eyes. Due to years of ex- 
Then he began using England Walton “Fibre-Sorted” soles. perience, they can tell by one 
Retailers caught on to the value of a fresh sales-point — and it uick glance just what part of 
helped them. Customers found they were getting shoes that the hide a sole was cut from. 
would give more even service and arch support. The fibre structure tells the story. 


His shoes had always been good shoes . . . a high qualit Se ba 5 “When those specially 
- ’ caters \ 4, A 2. trained England Walton 
* 








4 “Photo-elastic pictures, taken with polarized light, show 


“They know that when the texture varies even slight! 
3 een = how the strain-lines of flexing differ in model soles that 


* between two soles, they cannot give even flexibility, even ; . 
arch support, even strength—one of them will certainly break do not match by fibre. Even nearly-alike soles show this much 
down long before the other. difference in stress. Which proves, scientifically, why soles of 

unlike fibre structure are bound to give unlike service. 
England Walton Division A. C. Lawrence Leather Co. 
Besteg, Comde ‘ a, Pecbody, Sow Youk, Se. | Louis, Gitte. 5 “England Walton delivers me accurately fibre-sorted soles, 
lewport, Tenn., iessiwood, Oe Be * twin-like in fibre-structure — soles that help sell my shves 
CUT SOLES and SOLE LEATHER - PURE OAK BARK TANNED and make them sfay sold.” 





ENGLAND WALTON /24<SOLES 
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National !News 





Successful Showing Held at Detroit 





400 Attend First Fall Showing of Michigan Shoe Travelers 
July 7 and 8—Buying Reported Good with Optimistic 


View Taken on Future Business 


Detroit, MicH.—In spite of the fact 
that the weather was very hot, about 
400 retailers and salesmen attended 
the first Fall Show sponsored by the 
Michigan Shoe Travelers at Hotel 
Statler, Detroit, July 7 and 8. Approxi- 
mately 60 lines of Fall footwear were 
displayed and buying was reported very 


Buyers from all over the state were 
in attendance as well as local retailers. 
Sunday’s attendance was largely com- 
posed of upstate buyers whose buying 
for Fall requirements was very satis- 
factory. Heaviest attendance was on 
Monday with plenty of buying by both 
out-of-town and local retailers. 

Much credit for the success of the 
show was given to Mr. Kane and his 
coworkers, D. B. Brown and H. C. 
Schwartz. 

Great optimism was expressed by 
those attending regarding the coming 
season’s business, which is expected to 
be very large, the majority, however, 
not going into heavy buying just yet. 

Children’s shoes, generally, sold well, 
especially in the popular priced lines. 

In women’s shoes, suede was the pop- 
wlar choice. Wedges still seem to be 
in the lead. A number of toe-less pumps 
and sandals were also high favorites. 
Black was the outstanding favorite, 
With a few burgundys being sold and 
some patent leathers. 

In men’s lines cordovan and Scotch 
@fain shoes were very much in de- 
Mand. One of the shoes that all the 
Tetailers admired at thé show was a 
shoe with three full leather soles. 

_In sport oxfords for growing girls 

preference was for those with red 








Dates to Remember 


Buffalo Shoe Style Show, Hotel  La- 
fayette, Buffalo, Be 
July 21, 22, 1940 


Monthly Showing Chicago Shoe Trav- 
elers Association, Morrison Hotel, 
Chicago, Ill. .......... July 22, 23. 1940 


Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, Walker’s Grove, Wil- 
liamsville, N. Y........ August 14, 1940 


Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
,  * ee ae September 16, 17, 1940 


National Shoe Fair, Hotel Stevens, Chi- 
GA, Eis Gnesae sa January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair, Michigan 
Retail Shoe Dealers Association, 
Hotel Statler, Detroit, Mich. 

January 12, 13, 14, 1941 





rubber soles in preference to crepe 
soles. Red rubber soles and Dutch toes 
were the choice for sports and school 
for the coming Fall. Tan and tan trim 
in alligator, and white and black were 
the popular choice in colors in these. 

Plans are now contemplated for 
repeating the show at intervals, thus 
affording retailers an opportunity to 
inspect new styles with nothing to dis- 
tract their attention from the sample 
rooms. 


McAdoo Heads Leather Section 


Of Defense Commission 


New YorkK—H. M. McAdoo, presi- 
dent of the U. S. Leather Co., was re- 
cently appointed by Edward Stettinius 
to head the leather industries division 
of the Advisory Commission to the Na- 
tional Defense Council. Merrill A. Wat- 
son, executive vice-president of the 
Tanners’ Council of America, was ap- 
pointed as assistant to Mr. McAdoo. 
The appointments were effective imme- 
diately, and both Mr. McAdoo and Mr. 
Watson will each devote a substantial 
part of their time over the next few 
weeks at the offices of the Commission 
in Washington to the organization of 
the leather trades section. 

At a meeting of the board of direc- 
tors on July 8, the selection of Mr. 
McAdoo and of Mr. Watson as his as- 
sistant was unanimously endorsed. 

The Advisory Commission was or- 
ganized at the beginning of June as 
a coordinating body under the National 
Defense Council. Its chief objectives 
are the rapid and efficient fulfillment 
of the present defense program and the 
development of plans for future con- 
tingencies. Edward Stettinius heads 
the raw material supply section, under 
which the leather industries have been 
provisionally grouped. The primary 
and essential objective of the raw ma- 
terials section is the elimination of any 
bottlenecks that may hinder the free 
flow of supplies. 

According to a statement issued by 
the Tanners’ Council, at the present 
stage of defense needs it may be felt 
that no critical problems exist in the 
tanning or leather products industries. 
Nevertheless, the coordination of ser- 
vice needs, the analysis of current and 
future requirements and the determina- 
tion of adequate specifications call for 
the cooperation of the leather indus- 
tries with the Government. In addition, 


[TURN TO PAGE 34, PLEASE] 
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WILLIAM 


Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 
real source of profits. 


Inquiries invited 


357 Fourth Avenue 


Branch 


Offices 
LYNCHBURG, VA. GRAND RAPIDS, MICH. LOS ANGELES, CALIF. 
TTT EEE EEE poe 
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ISELIN & Co., INC. : 


Jactors... 


for Manufacturers | 
and Selling Agents 
of Shoes, Leather | 
and Allied Products. | 


NEW YORK 





Get Dramatic Attention Valie 


[CONTINUED FROM PAGE 19] 


cumbersome fixtures, is like the man in 
the story who was dead, but wouldn’t 
lie down. 

“That this streamline age calls for 
streamline windows no one realizes more 
than the merchants themselves,” Mr. 
Wheaton continued. “In Los Angeles 
there is hardly a men’s store of any im- 
portance that has not remodeled its 
front in the past few years. 

“The realistic merchant knows that 
competition has become so keen, and the 
distribution of footwear so broadened 
that he has no monopoly of either style, 
value or fit. And what is more he knows 
that the buying public thinks along the 
same lines. 

“He must make his store so attractive 
and interesting, display his shoes so 
cleverly and artistically that the cus- 
tomer will choose his store for those 
very reasons. Advertising or personal 
recommendation may bring the cus- 
tomer to the threshold of his store, but 
whether or not he enters depends in 
great measure on his windows. 

“Apparently there is no limit to the 
amount of effort and money that can be 
expended on windows, and the adage 
that you have to spend money to make 
money certainly can be applied here. 
For the most successful merchants are 
the ones who seem to be doing just that. 
The important thing, of course, as in 
any other form of advertising, is to see 
that it is not spent foolishly. 

“Most of the new windows are some 
form of the jeweler’s type, with low 
ceilings and high bases. The lighting is 
brilliant and the customer’s gaze is con- 
centrated upon a small space. If shoes 
are to be shown like jewels, it follows 
that, figuratively speaking, they need 
plenty of polishing. Any imperfection of 
lasting, leather or stitching can easily 
be seen. In the preparation of shoes for 
this kind of a window, factory and 
dealer must cooperate if a good job is 
to be done. If a shoe in one window 


shoe in another window, 
to tell who will get the 


is so is a long story, to 


some retailers a sad one, and for the 
benefit of the trade as a whole not sub- 
ject to too much public discussion. Re- 
gardless of how he gets them, a mer- 
chant must have window shoes that are 
the equal in appearance to those of his 
competitors. It might be said here that 
most dealers feel that factories do not 
realize the importance to themselves of 
a good window shoe, properly formed. 

“In the matter of specialized window 
displays the help of real artists and 
artisans is needed. Some factories, par- 
ticularly those who have stores of their 
own, have a special department set up 
to design and manufacture, mechanical 
features, special lighting effects, panels 
and backgrounds. 

“It is no great handicap, however, for 
the merchant who has to get along with- 
out this help, for the local fixture houses 
are competitive’ and in many cases the 
material they offer is less stereotyped 
and more flexible. 

“Men need to be sold more shoes. If 





Novel Summer Display 


you do not think they are under-sold 
just watch the parade of feet as they 
pass your store. Windows that create 
a desire for special types of shoes will 
help to remedy this. Windows that are 
distinctive, even spectacular, make men 
shoe conscious. 

“Windows of beauty upon which 
thought, effort and money have been ex- 
pended not only help the merchant who 
owns them but the trade as a whole. 
There are men in business today who 
can remember a time when the only 
shoes on display were the ones hanging 
on hooks in the stores themselves.” 


Mann Operating Weinberg 
Department 


ButrTe, Mont.—The new shoe salon 
in Weinberg’s Fashion Apparel Shop 
is operated by Sidney Mann. He is 
finding high-grade footwear selling 
more freely this Spring than ever be- 
fore in the three years he has been 
established here. This department is 
said to carry one of the most compre- 
hensive lines of I. Miller shoes in Mon- 
tana. 

Before entering business for himself 
Mr. Mann was well known as a suc- 
cessful buyer and manager for Symon: 
Dry Goods Co. (Butte, Mont.) shoe de 
partment for the 17 years he was i! 
charge there. 


McAdoo Heads Leather Sec- 
tion of Defense Commission 
[CONTINUED FROM PAGE 33] 


it must be remembered that the United 
States is not self-sufficient in raw ma- 
terial supply. To some extent all types 
of hides and skins must be imported 
merely to supply the normal domestic 
deficiency. This may represent poten- 
tial problems, but national defense re- 
quires that even future or potential 
bottlenecks be considered and planned 
for now. 

The Defense Commission and the 
leather administrator will find all mem- 
bers of the tanning industry willing 
and anxious to cooperate. Tanners 
know that the appointment of a prac- 
tical man with years of experience in 
the business assures maximum efli- 
ciency in Government procurement of 
leather and leather products. 


U.S.M.C. Making Guns 


Boston, Mass.— The United Shoe 
Machinery Corporation has been offered 
by the Government, and has accepte:l, 
a contract to make the barrels and 
breach mechanisms for anti-aircra(t 
guns in the amount of $1,300,000. These 
are to be made in the USMC plant at 
Beverly, Mass., and will take the full 
time of only about 100 of the regul«r 
employees of that plant. The prodvc- 
tion of shoe machinery will not be cur- 
tailed in any way while this Gove)»- 
ment order is in production. 
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George A. Sandberg Appointed 
General Sales Manager 


Cuicaco, ItL.—George A. Sandberg 
has recently been appointed general 
sales manager of J. P. Smith Shoe Com- 
pany, here. He began with the company 
at the age of 16, and worked his way 
up from the bookkeeping department 
o a traveling position. He undertook 
1is first selling when he was 20 years 
f age. 


GEORGE A. SANDBERG 


For nearly 32 years Mr. Sandberg 
has traveled large sections of the coun- 
try, particularly the big cities in the 
East. He is well known among the best 
shoe merchants. However, he still likes 
to think of his territory as Indiana and 
Michigan, where he put in his first 
selling efforts. 

In the new position of general sales 
manager, Mr. Sandberg will lend his 
six-foot ability and his vitality to up- 
holding the leadership of the president 
of the company, Howard Smith. 


Buffalo Shoe Men Join 
State Retail Group 


BurraLo, N. Y.—Harry J. Deters, 
business manager of the Greater Buf- 
falo Shoe Retailers’ Association and 
Affiliated Shoe Trades, who was ap- 
pointed field secretary, to secure mem- 
berships, at the recent Syracuse con- 
vention of the New York State Shoe 
Retailers’ Association, has started in 
to work and already secured a number 
of sustaining members for the state 
association in his home town. 

Among those who have signed up 
in Greater Buffalo are: Fred Manning, 
Vice-president of the Buffalo associa- 
tion; Oliver LaReau, secretary, Buffalo 
association; George L. Seifert, trea- 
surer, Buffalo association; Clarence 
Lanich, director; Michael Santercole, 


Is “SWEEPING = ‘coumray- 


WITH TREMENDOUS SALES 





IN STOCK 


Immediate Delivery 


Makers of the Famous 
REST-RITE SLIPPERS 





Gesietiine Robert L. Holmes, 
and Car! Sickler. 


Government to Buy 
Flying Cadet Shoes 


Boston, Mass.—On July 24 the com- 
manding officer of the Boston Quarter- 
master Depot will open bids covering 
the manufacture of 2,580 pairs of black 
calf leather oxfords for use of those 
members of the air service known as 
flying cadets. On May 21, 408 pairs 
of the same type shoes were ordered 
at a price per pair of $2.75. 


ACT NOW! 


Bowling is sweeping the coun- 
try! Millions of men and women 
enthusiasts—all customers for 
bowling shoes — and the buying 
trend is definitely to the retail 
shoe merchant. Get in on this 
new trend now! Establish your 
store as headquarters for bowl- 
ing shoes. 
a 


You can satisfy every bowling 
shoe demand with the Athletic 
Shoe Company’s complete, popu- 
lar price line—America’s fastest 
selling bowling shoes for men 
and women. 


SEND FOR CATALOG 
AND PRICES TODAY! 





director, 


THE ATHLETIC SHOE COMPANY 
930 N. Marshfield Ave., Chicago 


Recovers Following Operation 


ROCHESTER, N. Y.—Cosmo Dispenza, 
a member of the retail shoe firm of 
Knox & Dispenza, Batavia, N. Y., and 
a director of the New York State Shoe 
Retailers’ Association, is recovering 
from an operation performed recently 
in the Highland Hospital, here. 

Mr. Dispenza was formerly with the 
Eastwood men’s store, here, and at one 
time was manager of the local Nettle- 
ton store. Mr. Knox was employed by 
William Pidgeon. They formed a part- 
nership and now have one of the finest 
stores in Batavia. 
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Helpful Fitting Clues in the 
Worn Shoe 


by WILLIAM A. ROSSI 


*6WW HAT kind of a shoe should I wear?” the cus- 
tomer asks. The salesman can very easily give the 
commonplace advice and say that she should wear a 
kid or soft calf oxford with a medium heel on a correct 
last. The customer sighs wearily and says that she has 
been told that before, and though she has taken such 
advice she is still dissatisfied with the fit of her shoes. 
The clerk inwardly scratches his head and wonders 
what he can say now. He realizes that he can’t give all 
his customers the same advice and expect it to work, for 
no two pairs of feet are exactly alike; the advice may 
work in one case and fail in two. Well, how can he 
give individual advice to each customer? 

The customer’s worn shoe is his or her case history. 
and by studying that case history the clerk can usually 
prescribe with workable answers for the customer. 

No two persons will wear out a shoe in exactly the 
same way. By analyzing the customier’s worn shoe a 
wealth of fitting clues can be found. Not only what is 
wrong with the fit of the old shoe, but a means to 
properly prescribe for the new shoe. The parts analyzed 
are: the heel, heel seat, inside shank surface, “cookie” 
(if present), inside counter surface, outsole, insid: 
| toe-box surface, forepart upper and lining. 

a THE HEEL: The average heel-tread surface will 
on the rich background show one-third heavily worn, one-third slightly worn 
| and one-third unworn. The rear-outer heel takes the 
initial shock and the greatest wear; the center section 
shares less in the tread, and the rest of the heel surface 
is commonly untouched. This means that about one 
half of the tread surface of the heel is “wasted.” Thus. 
in a 14/8 heel there is about 144 square inches of tread 
surface, one-half of which is unused. The base or sup- 
porting area at the heel is diminished one-half of what 
it appears or is supposed to be. If the person is heavy, 
or has weak feet, a lower heel is advisable. A lower 
heel, say a 10/8, has a wider tread surface, and will 
give the tread area a 14/8 is supposed to give. However, 
we must remember that the heel of the shoe is supposed 
to wear out first and mostly at the rear-outer portion, 
for the heel bone of the foot is mostly on the outer side. 
It is therefore wrong to try to “straighten” the heel so 
il 0 aw that the wearing surface comes in the rear-center or 
rear-inner side. The important issue for the fitter here 
Write for the “life story” and “profit | is to get as much heel-tread surface beneath the fovt 
story” on Mohawk Carpets for shoe stores. | as possible. 
| THE HEEL SEAT: The average tread surface here 
will show one-third heavily worn (center and rear-outer 
part), one-third slightly worn (outer side at junction 
of heel breast and shank), and one-third unworn (inner 
side at junction of heel breast and shank). The plaice 
of the heel seat is thus wrong in these cases. The fo»t 
and heel seat do not mate properly, and this seeming’) 
[TURN TO PAGE 41, PLEAS’ | 
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MOHAWK CARPET MILLS, AMSTERDAM, N.Y. 
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The Personal Touch in 
Selling Children’s Shoes 
[CONTINUED FROM PAGE 17 ] 


come in, see if there are any signs of 
pronation, and if necessary, offer cor- 
rective shoes. We suggest that the cus- 
tomer come back in two weeks to see if 
ihe features are doing the work prom- 
ised. Invariably the customer returns, 
often three or four times in the wear- 
ing of the shoe, at which time we check 
them and often times put a wedge in 
the heel or make some adjustment in the 
soe, all of which creates that confidence 
ve are striving for in the mother’s 
mind . . . cementing her closer to our 
department and the store. 

“I also check every pair of corrective 
si oes sold in our department. Of course 
it takes time, but it is time so well spent, 
it is invaluable for future business. 

“You'll find when you create this con- 
fiijence in the mother, who is so inter- 
ested in her child, and consequently its 
fet, she’s ‘yours for life’ . . . tor her 
own shoes in other departments, too. 
The word-of-mouth advertising she 
gives you more than repays you for the 
time you spent with her child.” 

“Five-way Fitted, X-Ray Checked” is 
a slogan carried on all the Famous-Barr 
Co.’s children’s shoe advertisements. It 
is more than just a slogan... it is a 
sincere service carried out every day in 
the week in the fitting of every young 
customer. 

Five-way fitting means: 

1. Checking toe length. 

2. Checking foot width. 

3. Checking heel hug. 

4, Checking foot balance and 

5. X-Ray check on the X-Ray ma- 
chine to determine whether there is 
enough freedom for all the foot from 
the ball to the toes. 

“Another resuisite for a successful 
children’s department is: plenty of sizes 
in staple shoes, such as shark tip ox- 
fords, baby boots from the first size to 
twelve, or even larger, and the standard 
dress shoes,” adds Mr. Lonergan. 

“There’s the style angle you have to 
consider when you want to please the 
growing girl of today. This end of the 
business requires just as much care as 
the smaller children because that gir] is 
the future woman customer, and we 
can’t afford to be without the shoes she 
wants in her teen-age class. 

“We go into this field strong, featur- 
ing growing girls’ sizes for dress wear 
in ten and twelve eighth heel heights, 
even carrying some into the fourteen 
eighth heels. Of course, we also carry 
all the newest versions of those classic 
saddles and sport welt oxfords that 
teen-age girls love for general wear. 

, too, receives the same ‘five-way 
fit’ service that the smaller children do. 

“An important factor in building a 

ren’s shoe department is the selec- 
tion of the personnel. Because they 
make the first contact with the cus- 
tomer, they should be selected with 
care,” advises Mr. Lonergan. “They 
should primarily have a liking for chil- 
dren, since children can always detect 
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2. Foot rests on soft, resilient 
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CONSTRUCTION 


ction-Free” is Winthrop's distinctive new method of shoe construction 
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1. Maximum flexibility. 
foundation. 


cold. 4. No 


humping or lumping. 5. Custom- smooth 


3. Insulated against heat and 
| 


|interior surface. 


Your customers will read about 


“Action-Free”’ in Esquire. (First ad in October issue, 
out September 15th.) A powerful “ Action-Free” 
merchandising campaign includes a store demon- 


strator, mats, window displays, post cards, 


spot announcements and a tie-up with 


the World Champion Green Bay Packers. 


Write for the Winthrop 
representative to call 


* Pat. applied for 


| WINTHROP SHOE COMPANY Division: International Shoe Company SAINT LOUIS 





those who are interested in them, and 
have a way of selling themselves with 
a smile and a hearty greeting. Of course, 
they should be trained in the proper 
way of fitting and selling, and their 
store’s policies. 

“A salesperson should never take a 
chance on a size, but should consult 
somebody in authority when in coubt. 
It is better to have to order a shoe than 
to sell the wrong size just to make a 
sale, because the customer will feel bet- 
ter toward you and your store, knowing 
that they were interested enough in her 
child not to do something doubtful, and 
she will be happy to wait for the right 
shoe. 

“Let me say again,” concluded Mr. 


Lonergan, “the success of any children’s 
shoe department depends upon the con- 
fidence you instil in the mother, together 
with the service that you give with it.” 


Cincinnati Club Plans 
Annual Outing 


CINCINNATI, OHIO — The Shoe and 
Leather Club, Inc., of Cincinnati, is 
holding its annual outing on Saturday, 
July 20, at the Cincinnati Shoe Men’s 
Country Home. A buffet luncheon will 
be served as well as a chicken dinner. 
The committee in charge of the outing, 
headed by Elmer Kokenge, chairman, 
has planned a long list of amusements 
for the enjoyment of those who attend. 
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MILLIONS HAVE BEEN 
SOLD AT 


50c 


ing in popularity. 


$45.00 Per Gross 


SUPERIOR 
Handle BRUSH 


Give your customers the leading cleaning brush on the 
market—the brush with the patented bristles that actu- 
ally clean suedes, nap leathers, gabardines, fabrics. 
These bristles remove all traces of dust, dirt and grime without harm to 
the shoe. Easy to use—a few strokes a day will do it. 
and harmonizing handles make an attractive item that readily sells at 50c. 
Thousands of dealers now cashing in on this quick seller. 


Packed in individual cartons. 
Colors: White, Blue, Green, Brown, Grey and Black. 
$23.00 Per Half Gross 


% SCOTT FOOT APPLIANCE CO, OMAHA, NEBR. x 


SUEDES, NAP 


LEATHERS, FABRICS 


Scott's RUBBER BRUSH 





Nothing Like It! 
Nothing Equal to It! 


Colored rubber 
Rapidly grow- 








Write for 
Illustrated 
Folder—Today 


$4.00 Per Dozen 








with the Handy Purse Size 
ALL-RUBBER BRUSH 

Equally as efficient as the larger brush. Wrapped 
individually in cellophane and packed three dozen 
in attractive counter display carton. Available with 
or without coloring sticks. 

Coloring sticks are inserted into body of the brush 
—tompact, convenient and easy to use. Abrasive 
end for removing foreign substances from shoe. Six 


popular colors. 
Brushes with Color Sticks 






$1.65 Dozen $18.40 Gross 
Brushes without Sticks 
$1.60 Dozen $17.80 Gross 
EL 
omnis 25¢ 

































N. Y. State Retailers 


Plan 1941 Convention 


RocHester, N. Y.—What do asso- 
ciate members of the New York State 
Shoe Retailers Association think should 
be the time and place for holding the 
1941 convention of the organization? 

Ernest R. Park, president, wants to 
know, and so a letter has gone out to 
the traveling salesmen thanking them 
for helping make the convention at 
Syracuse a success, welcoming new as- 
sociate members and making this sug- 
gestion: 

“Looking forward to our 1941 con- 
vention and desiring to comply with 
the wishes of our associates, just as we 
did this year in meeting at Syracuse 
and holding a two-day convention at 
the hotel chosen by a majority vote, 
we now ask you to express your per- 
sonal wishes as (1) to the best ap- 
proximate time in which to hold our 
1941 convention; (2) the city most 
favored, and (3) your choice of hotels. 

“While these and other matters will 
be decided by our directors, we desire 
to conform to the wishes of our asso- 
ciate members as far as possible. 
Kindly send your expressions to the 
secretary or to President E. R. Park, 
46 East Avenue, Rochester.” 





New Executive Council 


Of N.Y.S.S.R.A. 


Rocuester, N. Y.—The new Execu- 
tive Council of the New York State 
Shoe Retailers Association is composed 
of the following: Ernest R. Park, 
Rochester, chairman; John A. Beau- 
mont, Albany; Leslie Gardner, One- 
onta; J. L. Patton, Schenectady; Wil- 
liam Pidgeon, Rochester; Fred J. Goetz, 
Amsterdam; H. A. Chase, Rochester, 
secretary. 


Sold First Shoe Order 
For Huth & James 


MILWAUKEE, Wis.—Gus Heil, one of 
the star salesmen of Huth & James 
Shoe Company, manufacturers here, 
started with that firm at its inception 
and sold the first order received by the 
organization. He has had 36 years’ 





GUS HEIL 


experience in the shoe business in vari- 
ous positions, including buyer, sales- 
manager, advertising manager, mer- 
chandise manager, salesman on the 
road for several lines of children’s, 
growing girls’ and women’s shoes. 

Mr. Heil covers all of Milwaukee 
county, southeastern Wisconsin, all of 
the Fox River Valley and the northern 
peninsula of Michigan. He has sold 
many large orders, including one about 
a year ago for 6,000 pairs. 





New Men on O’Donnell 
Sales Staff 


HUMBOLDT, TENN. — Harold Kilduff, 
of the O’Donnell Shoe Company, an- 
nounces the appointment of Jack San- 
try as a new member of the sales force. 
Mr. Santry will carry the O’Donnell 
lines of children’s shoes, nurses’ ox 
fords, growing girls’ sport oxfords, and 
riding boots in New York State as wel! 
as the New England States. 

One of the industry’s top-ranking 
roadmen, Mr. Santry comes to O’Don 
nell with a broad background of shox 
experience covering the past 30 years 
He was with The Ferris Shoe Com 
pany, Philadelphia, for ten years; th 
Juvenile Branch of United States Sho 
Corporation, Cincinnati, for five years; 
operated his own factory at Ceda 
Grove, Wis. (Wiswell-Santry), for a 
few seasons. Then he went to J. Ed 
wards & Company for seven years 
From there Mr. Santry joined th 
Walkin Shoe Company’s sales forc« 
When Joe McBryan left Walkin to be- 
come a vice-president of the Juvenile 
Shoe Corporation, Mr. Santry followed 
him and carried Juvenile shoes for one 
season. 

Mr. Kilduff also announces the addi- 
tion of George E. Becker as a member 
of the O’Donnell sales force. Mr. 
Becker will carry the company’s lines 
in the States of Washington and Ore- 
gon. He succeeded John Rudberg, who 
has retired. 





Shoe Man Weds on Coast 


St. Louis, Mo.—Ben Mandel, who hs 
been traveling in Missouri and Ke- 
tucky for the Tober-Saifer Shoe Corm- 
pany, St. Louis, for the past 15 year;, 
has left for a trip to the coast. Reaso1, 
he’s going into double harness on h 5 
arrival in California. 
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87 Exhibitors Report Business 
Good at Tri-State Show 


PITTSBURGH, Pa.—The Fifth Annual 
Tri-State Shoe Mart, sponsored by 
Pennsylvania Shoe Travelers’ Associa- 
tion, opened Sunday afternoon, July 7, 
at the William Penn Hotel and con- 
tinued through July 9. Sunday eve- 
ning there was a party given by the 
Pittsburgh Shoe Retailers Association. 
Monday there was a banquet and dance. 
Officers of the Pennsylvania Shoe Trav- 
elers Association were Geo. H. Hutch- 
ins, president; Lewis Manheim, vice- 
president, and Joseph Yorkin, secre- 
tary-treasurer. For the Pittsburgh 
Shoe Retailers Association: Albert J. 
Schmidt, president; Harry Ritter, vice- 
president; Bert Morrison, treasurer, 
and J. D. Poske, secretary. 

The 87 exhibitors report that sales 
were ahead of ’39; an optimistic spirit 
prevailed due in part, at least, to the 
record crowd attending. 

In women’s shoes, black elasticized 
material sold best, with emphasis on 
pyramid and bulge heels. Wedges were 
dead. Colors selling were about 90 per 
cent black, 7 per cent brown and 3 per 
cent wine. Patent leathers were out. 

In men’s shoes, medium shades of 


tan in bootmakers’ finish with wing tips - 


ond large punchings were selling very 
well. Tans ran about 60 per cent of 
the sales, with black following. 

Men are going to be gay next year 
and wear shoes to match their two- 
tone automobiles, according to George 
H. Hutchins, president of the Pennsyl- 
vania Shoe Travelers’ Association. 

“Men will wear two-tones after auto- 
mobile trends,” he stated. “They would 
have been in the picture this year ex- 
cept for weather conditions. They’ll 
sell heavy next season. 

“Older men need color in their dress, 
and we believe that the Spring shoe 
styles will feature sporty, two-toned 
footwear for men—including ‘wedges’ 
and red soles.” 

Colors, generally, he explained, will 
be green, blue, biege, tan, gray and 
brown matched up with white. 

“These shoes are not for the younger 
men,” he added, “but for older men. 
The older men of the country are be- 
ginning to realize they need color now 
if ever at all. They want a little gaiety 
before it’s too late.” 

Women’s shoes this Fall will be 
suede, he said, and will be black, Congo 
brown, cordovan, toffee-tan, and blue- 
jacket, as well as green, red and gray. 
Reptiles, including alligator, snake and 
lizards, will be popular. Wedges are 
going out for women, according to au- 
thorities. Elasticized materials such as 
elasticized suedes will be popular. 


Nunn-Bush Votes 
Regular Dividend 

MILWAUKEE, Wis.—Directors of the 
Nunn-Bush Shoe Co. have voted the 


tegular dividend of 25 cents payable 
.” 30 to stockholders of record July 


Early Fall Styles Moving 
After Early Clearance 


DALLAS, Texas—After a disastrous 
season on white shoes, due to cold an: 
rainy weather which lasted up through 
July 3, most of the Dallas stores held 
clearance sales on or about July 1. This 
has been followed by the earliest Fall 
shoe business on record in this market. 

W. D. Owen, manager of the shoe 
department at A. Harris Co., says: 
“Some Fall shoes are selling and we 
are beginning to promote them. This 
is the earliest we’ve ever had any Fall 
business. A four-eyelet oxford with low 
square heels, an open toe and made of 
feather-weight suede, is popular. A 
stepin with elasticized trim and open 
toe of the same material is also a good 
seller.” 

P. P. Porter, Neiman-Marcus, says: 
“We are doing a very nice business on 
Fall shoes, mainly on lightweight per- 
forated suedes. We are still selling V- 
throat pumps. Oxfords of suede and 
alligator materials for sportswear are 
very good sellers. 

“*Woodpeckers,’ a featured style in 
an open toe pump with wooden heels 
and wooden ornaments, are big sellers 


with us. An open shank pump, on a 


high heel, made of pinhole perforated 
suede is one of our most popular Fall 
Shoes.” 

H. W. Ehlert, of Volks, says: “Con- 
sidering’ the earliness of the season, 
suedes are selling very well, provided 
they are light-looking shoes and are 
perforated» and have open toes. Our 
sales have been mainly in pumps and 
elasticized stepins. However, we have 
already recorded on a black suede tie. 

“We haven't’ started promoting Fall 
shoes yet, but felt that it was well to 
have a few numbers in action. A few 
genuine alligatérs have found ready 
sale. These weré of 9-inch and 10-inch 
skins. We are trying to buy some more 
of them, but don’t believe that these 
small skins can be duplicated.” 

Fitche-Goettinger Co. reports - that 
a few Fall numbers are moving. A V- 
throat pump on a 20/8 ‘heel, with twill 
quarter and vamp of lightweight suede 
with pinhole perforations is a good 
seller. 

Another shoe that is moving is a 
built-up pump, with a low heel and 
open toe and of lightweight suede. 

A cut-out sandal of suede on a 20/8 
heel is another Fall number that is 
selling well. 

An alligator calf in black or brown 
pump on 18/8 heel is also moving 
nicely. 


Selby Authorizes 
Extra Dividend 


PORTSMOUTH, OHI0—Selby Shoe Co., 
Portsmouth, on June 13 authorized an 
extra dividend of 25 cents, payable 
June 29 to stock of record June 20, and 
bringing total payments for the year 
ending June 30 to 75 cents. 


Harrisburg Shop in 
New Location 


HARRISBURG, Pa.—The London Boot 
Shop, formerly located at 23 N. Second 
Street, was recently moved into larger 
quarters at 15 N. Third Street. 

The store, which provides greater 
space for fixtures and stock, was re- 
decorated by Fred Friedman, pro- 
prietor. 

The interior has striped walls and 
a cream ceiling. The floor covering is 
red mohair carpeting. An indirectly- 
lighted English design display case has 
been placed in the rear of the room, 
and there are two display cases in the 
room. Two small recessed display nooks 
provide an attractive setup for shoes. 

Red and black chrome individual 
chairs are provided for the comfort of 
the patrons. 

Two large windows provide ample 
space for attractive displays to attract 
the eyes of passersby. 

In moving, Mr. Friedman discon- 
tinued a line of haberdashery, and the 
new store is devoted solely to men’s 
shoes. 

Mr. Friedman is assisted in the shop 
by Joseph Minnich, who has been af- 
filiated with the store for several years. 


Men’s Shop Opened 


‘ Superior, Wis.—Harry Sasner has 
opened the Men’s Shop at 1118 Tower 
Avenue, here, with a complete line of 
men’s furnishings and shoes. The 
store is located on the site of a former 
shop that handled both men’s and wo- 
men’s clothing and has been completely 
modernized throughout. 


Miami Store Closed 


MiaMI, FLaA.—After operating for a 
year in the Seybold Arcade, the chil- 
dren’s bootery known as Irwin’s has 
been closed. Irwin Sherman, owner, 
states he has no plans for the imme- 
diate future. He came to Miami from 
Detroit, where he operated a juvenile 
bootery under the same name as that 
selected for the Miami shop—Irwin’s 
Bootery. 


Upstate Factories Busy 


ROCHESTER, N. Y.—The change to 
more seasonable weather, bringing in- 
creased business to retail shoe stores, 
has contributed toward improvement in 
shoe factories as the new season moves 
along. 

E. P. Reed & Co. are getting out 
2500 pairs of shoes daily; the W. B. 
Coon Company is doing an excellent 
business; there is a steady flow of 
orders to D. Armstrong & Co., and the 
J. G. Menihan Corporation is doing the 
best business in many months. 

Besides improvement of business in 
the plants which make women’s foot- 
wear, companies manufacturing chil- 
dren’s shoes also report improved con- 
ditions. 
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The Smart impressive designing, desirable modern comfort fea- 
tures, proved fitting quality and serviceable wear have given 
Lady Patricia merchants a NEW opportunity for greater 


profits. 


See this line before completing your fall Profit Plans."' Write 
or wire for Sales Representative. 


Priced to retail very 


profitably at 


MORSE & ROGERS 

















‘34° 


BRANCH 
INTERNATIONAL SHOE CO., INC. 
21 HUDSON ST., NEW YORK, N.Y. 

















Helpful Fitting Clues in the Worn Shoe 


[CONTINUED FROM PAGE 36] 


minor flaw is sometimes the cause of weak or strained 
feet. It is important especially that the inner-front sec- 
tion of the heel seat (at the beginning of the shank) 
should mate with the foot, for it is here that the line of 
falling weight is received. The arch of the foot begins 
here, and the heel seat should likewise begin its slight 
arc here. The “space” usually left between is harmful. 

THE INSIDE SHANK SURFACE: The average tread 
will show heavy wear on the inner border, and little or 
no wear on the outer border. This inner unworn sur- 
face is “waste,” for it is unused in many cases. How- 
ever, it is important that this section of the shank 
mate closely with the arch of the foot. In short, arch 
contour and shank contour should meet and coordinate. 
If there is a gap between these two parts it is harmful 
to both shoe and foot. 

THE “COOKIE” (If present): It shows wear in 
many cases on its upper and rear third, while the rest 
shows little or no wear. This means that the “cookie” is 
placed too far forward. Most “cookies” attempt to 
follow the curve of the arch, when in reality they should 
come beneath the line of falling weight—about on a 
line with the inner heel breast. This is where arch sup- 
port is most needed. 

THE INSIDE COUNTER SURFACE: The wearing 


surface is often greatest on the bottom half of the coun- 
ter, and mostly on the outer and rear-outer surface. 
This means that there is an unworn rim around the 
upper half, and an unworn section or the inner side. It 
also indicates a poor fit at the heel—that the counter 
does not fit snugly enough. 

THE INSIDE TOE-BOX SURFACE: The majority 
of shoes will show a worn groove in the roof of the toe 
box. This is caused by friction of the great toenail 
against the box. This is supposed to indicate that the 
shoe is too short. However, upon measuring the foot 
and the length of the shoe it is often found that the 
shoe seems long enough. Then why the worn groove 
in the toe box? Take a look at the slant of the toe box. 
You may find that it begins its downward slant toward 
the outsole at one-half to one inch from the tip of the 
shoe. This downward slant catches the great toe, bring- 
ing pressure upon it. Thus, even though the shoe seems 
long enough, the slant of the last at the toe box makes 
the shoe short. A higher toe box eliminates this fault. 

THE OUTSOLE: The average tread shows heavy 
wear beneath the first three metatarsal heads; slight 
wear along the course of the great toe and beneath the 
fourth metatarsal head; the remaining section, about 

[TURN TO PAGE 47, PLEASE | 
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Hanover Shoe Co. 
Elects Officers 


HANOVER, PA.—At a meeting of the 
stockholders of the Hanover Shoe, Inc., 
held July 10, at the offices of the com- 
pany, 220-232 Carlisle Street, here, the 
board of directors was enlarged from 
five to ten members. 

The five new members, employees of 
the corporation, are A. C. Mudge, Clark 


W. Schue, Malcolm W. Myers, W. Y. 


Alleman and W. F. Cox, Jr. The other 
members of the board are H. D. Shep- 
pard, C. N. Myers, Lawrence B. Shep- 
pard, R. Harper Sheppard and Robert 
C. Myers. 

In addition to naming H. D. Shep- 








MORE SALES 


MORE PROFITS 
with the brand par- 


pard chairman of the board, the direc- 
tors elected other officers as follows: 
Lawrence B. Sheppard, president and 
general manager; A. C. Mudge, vice- 
president; C. N. Myers, secretary and 
treasurer; Clark W. Schue, assistant- 
treasurer, and Malcolm W. Myers, as- 
sistant-secretary. The previous officers 
had been: H. D. Sheppard, president; 
Lawrence B. Sheppard, vice-president 
and general manager; C. N. Myers, 
secretary and treasurer, and Lawrence 
B. Sheppard, assistant secretary and 
assistant treasurer. 

H. D. Sheppard had been president 
ever since Jan. 1, 1900, when a business 
—- partnership was formed by Mr. Shep- 
pard and C. N. Myers for the manu- 
facture and sale through their own 
stores of The Hanover Shoe. Mr. Shep- 
pard, too, served as general manager 
from 1900 until June 18, 1923, when 
his son, Lawrence B. Sheppard, who 
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LITHOX CORD HEELS 
NON-SLIP 
Greatest value on market today. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 

















Joins Crego Store Staff 
HARRISBURG, Pa.— Ellwood Dasher, 
formerly employed in the Florsheim 
Shoe Department at Doutrich’s, is now 
connected with the Crego Shoe Store. 





Shoe Store Sponsors Champions 


The Hefflinger Shoe Store, Omaha, Neb., has a staff to be proud of. The basket- 
ball team, sponsored by Ralph O. Hefflinger and managed by Roman Roh, for- 
mer star of C University, won the Greater Omaha Class A League 
Championship the Senior Mid-Western A.A.U. Championship which awarded 
them a trip to Denver, Colo., to compete in the National A.A.U. competition. 
They won their first game at Denver but were defeated by the seeded Champions 
of San Francisco. 

The W. L. Douglas basketball team, also sponsored by the store, were runner-up 
in the — aan a wemen'e ping pong team were champions in the 

': tea 

— : Sena bowling team finished the season in second place 
Ralph O. Hefflinger, sponsor of the Basketball T. a i - 
prayer fee va po ’ of eam, is shown above in the cen 


ents know and prefer 


Right into your juvenile de- 
partment step parents whose 
children have graduated from 
ideal baby shoes . . . best sell- 
ing line in the country. . . if 
you carry the Ideal companion 
line . . . Mrs. Day’s Flexible 
Walking Shoes. 


Having learned of Ideal quality 
and dependability in baby 
shoes, it is natural that parents 
prefer and seek larger sizes 
with this recognized mark. 


Hundreds of retailers have 
found that Mrs. Day’s Fiexible 
Walking Shoes solve the prob- 
lem of customer turnover by 
bringing to them a constant 
supply of new juvenile cus- 
tomers to replace those lost to 
adult departments. For full 
particulars write to— 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 




















had become associated with the busi 
ness in 1920, was elected vice-president 
and general manager. 


Canadian Shoe Production 
Gains in May 


MONTREAL, CANADA — Production o! 
leather footwear in Canada in May ad 
vanced to 2,192,983 pairs from the pre 
vious month’s total of 2,186,128, an 
the May, 1939, output of 2,038,517 
pairs, according to the Dominion Bu 
reau of Statistics. Production during 
the five months ending May totale 
10,974,957 pairs as compared with 9, 
399,098 in the corresponding period o! 
1939. 
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Doubles Store Space 


SHREVEPORT, La.—Selber Brothers, 
retailers of wearing apparel for men, 
women and children, will double its 
present floor space of 15,000 square 
feet, in a $100,000 program of expan- 
sion and remodeling. The completed 
store will occupy the entire ground floor 
of the Ricou-Brewster building at 
Milam and Marshall Streets. 

New departments will be added to 
the store. A complete women’s spe- 
cialty shop selling ready-to-wear, ac- 
cessories, shoes, millinery, sports wear, 
lingerie, corsets and cosmetics, will oc- 
cupy the space between the present 
store and the adjoining building. The 
men’s shop will be remodeled and ex- 
panded, as well as the boys’ and girls’ 
department, located on the mezzanine. 
A prep school department for older 
boys featuring clothes for college wear, 
will be added. 

The store will be completely air- 
conditioned, and fluorescent lighting 
ind new fixtures, carpeting and furni- 
ture will be added. Departments will 
be located for the greatest convenience 
of customers. 

It is expected that additional sales- 
people will be employed. Selber Broth- 
ers, which started as an exclusive men’s 
clothing store, was a pioneer in busi- 
ness in this section of Shreveport. Five 
years ago a women’s unit was added 
to the store. 


Transcontinental Shoes 


DANVERS, Mass.—As airplanes speed 
across the continent, as they recently 
did, to make a new Atlantic-Pacific 
time record, this shoe record, somewhat 
slower, was also made. 

A pair of shoes arrived in Salem, 
Mass., as a gift to a baby of new ar- 
rival. The shoes came from a San 
Francisco, Calif., store, which got them 
from the ideal Baby Shoe Co. of Dan- 
vers, which town is a suburb of Salem. 


Buffalo Retailers Cooperate 
For Work Shoe Business 


BuFFALo, N. Y.—To bring back to 
legitimate retail channels the business 
in industrial shoes, much of it now 
handled by factories, the Buffalo In- 
dustria] Shoe Dealers, consisting of ten 
stores located conveniently throughout 
the city, is conducting a vigorous cam- 
paign, both personally and by direct 
mail. One of the letters sent out to 
factories reads as follows: 

“Red, White and Blue, or Just Red.” 

“Our country is, and we, are dedi- 
cated to the proposition that any man 
is entitled to a fair profit on his labor 
and his capital investment. 

“Shoes are produced in our national 
economic system to be sold at a profit. 
Under the ‘Red System,’ shoes are pro- 
duced only for use. 

“Our system has produced the world’s 
finest footwear priced within the reach 
of every working man, and fitted to 
the foot in ways undreamed of in other 


give you 


“magic’’ of 


“Nails can’t work up in the heel 
seat to irritate the sensitive nerves 





| of the foot — because there are no 
| nails.” That’s.one of the potent sell- 
ing points on PRE-FLEX Shoes. 


| It's only one of the many tools you 
can use to outsell competition with 
these handsome shoes at $6.85 to 
$7.50 . . . By fastening the heels 
'with fibre pegs, we add to the 
| healthful comfort that lasts through 


by Crosby Square 


New free book tells how 
PRE-FLEX Shoes 


the sales-producing 


Heels Without Nazls 


[One of their many selling features] 


the long life of these famous feature 
shoes. 


PRE-FLEX also gives you the sell- 
ing power of that “custom look,” .. . 
the first-step comfort of built-in flexi- 
bility . . . ankle-hugging fit . . . supe- 
rior leathers . . . and other sales- 
closing features. 


Get your copy of "The Amazing Story 
of PRE-FLEX Shoes” and see why 
we can challenge you with our claim 
that PRE-FLEX Shoes are the great- 
; est shoe value—dollar 
for dollar in America! 


Write now. The House 
of Crosby Square, 2460 
North Sixth Street, Mil- 
waukee, Wisconsin. 











lands. The one country in the world 
that has produced shoes for use and 
not for profit ended with the common 
people wearing rags on their feet. 

“When industry through plant stores 
gives employees safety-toe shoes at cost 
it is a blow at the profit system by 
which they exist as well as we exist. 

“Safety-toe shoes at shoe stores cost 
no more than other work shoes of like 
quality. Honest American employees 
at honest wages should not need to be 
subsidized at the expense of the retail 
store, which is the output of our capi- 
talistic system. 

“Mr. Industrialist, get out of the 
Fifth Column and keep your Retailers 
out of the Red Column.” 


G. W. Cooke, 

Committee in Industrial Shoes. 

Buffalo Shoe Retailers Association. 

Under the system worked out by the 
Industrial Shoe Dealers with industrial 
concerns who agree to send their em- 
ployees to one of the stores in the 
group, the employee is given a purchase 
order which is honored by one of the 
stores, at a special price which is billed 
to his factory monthly. This system 
gives the employee expert fitting as 
well as low price, and it is believed is 
much superior, both in comfort as well 
as in economy to the factory, the em- 
ployee and lastly to the shoe retailer, 
as it keeps trade within legitimate 
channels. 





WHERE 
TO 
BUY 


Custom Built Shoes 


ilies heeled 


Et 


MOGI TY 
SHOES FOR SHORTER MEN 
MAKES THEM 
OVER ONE INCH TALLER 
THEY LOOK LIKE OTHER SHOES 
IN STOCK 


TO RETAIL PROFITABLY AT 
$12.50 UP 





Benched by C. T. Cole 
COLE ROOD & HAAN CO. 


CHICAGO al ILLINOIS 


Oh OF TEE 


Children's Shoes 


ie elie 


Dr. C. A. Haines 
Shoes for Children 


IN STOCK 

















Store Sponsors Amateur Show 


Fonp pu Lac, W1s.—The Gruen Shoe 
Store, here, has been sponsoring an 
amateur show each Friday evening on 
the stage of the Retlaw theater from 
7:15 to 7:45 p.m. The stunt has pro- 
vided the firm with considerable pub- 
licity and the weekly show is mentioned 
in the theater’s newspaper advertising 
and on the screen and in the lobby. 
Six acts are presented each week. 


Builds New Store 


Corpus CHRISTI, TExAs — Litchten- 
stein & Sons, of this city, now celebrat- 
ing its 66th anniversary, is planning 
to build a new, completely modern store, 
in about a month, which will be located 
within a block of the present store. It 
will be ready for business by Fall, 1941. 
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Obituaries 


A. P. Craddock, Founder of 
Craddock-Terry, Dies 


LYNCHBURG, VA.—Abram Poindexter 
Craddock, brother of John W. Crad- 
dock, chairman of the board of Crad- 
dock-Terry Company, and cofounder 
with him and the late T. M. Terry of 
the great shoe manufacturing enter- 
prise which bears their names, died 
July 9 at his home in Lynchburg, fol- 
lowing a long illness. He held the posi- 


A. P. CRADDOCK 


tion of first vice-president of the com- 
pany from its founding in 1888 until 
his retirement in 1931. Two of his 
sons hold important executive offices in 
the organization, R. E. Craddock being 
sales manager of the Craddock-Terry 
Company, and John G. Craddock, sales- 
manager of the Masterbilt Shoemakers 
Division of the Craddock-Terry Shoe 
Corporation. 

Mr. Craddock was born in 1860 in 
Halifax County, Virginia, of families 
which had to do with the development 
of that section of the state, prominent 
in church, business, social and cultural 
activities. When he was 19 years old 
he came to Lynchburg to take a posi- 
tion with Witt and Watkins Shoe Com- 
pany, with which his older brother was 
connected. With Max Guggenheimer as 
what was known as “special” partner, 
supplying the greater part of the capi- 
tal, and with John W. Craddock as 
president and T. M. Terry as junior 
vice-president, A. P. Craddock was 
senior vice-president when the Crad- 
dock-Terry Company was formed. 

Married twice, Mr. Craddock’s first 
wife was Miss Rosa Edmundson of 


/ 
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Moccasins 


OO Oe Oe re, OF Fr ee 


| EAE TRE EALERTS EAL 6 <A S 
TRAIL MAKER MOCCASINS 
| for MEN, WOMEN and CHILDREN 
Best known 
line in Amer. 
ica. Carried 

from Coast t& 

Coast by lead 

ing merchants 

os 

18 STYLES 

IN-STOCK 
All pepalar color; 
and combination: 


SEND 
FOR CATALOG 


| SACO-MOC SHOE CORP.”°2T}4"° 








MOC-ABOUTS 


Reg. U. S&S. Pat. Off. 


137. 
n Stock for Men & Boys. 
Choe. Retan Up- 


Price 
$1.15. Terms 5/30. 
NASHUA SLIPPER CO., Lowell, Mass. 
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Carton Labels 


8 


LA BELS 


to the Reais , , nade 
TOLMAN- DAVIDSON 

—ADVERTISING PRESS, Inc 
113 Lincoln Street, Boston, Mass. 


Halifax. Some years after her death, 
he married Miss Ella Goodwin of 
Lynchburg, who survives him. Surviv- 
ing also is one brother, sole remain- 
ing member of a family of six children; 
two sons, Robert E. Craddock of Lynch- 
burg, and A. P. Craddock, Jr., of Char- 
lotte, N. C., and one daughter, Mrs. 
Henry E. McWane, by the first wife, 
and John Goodwin Craddock, lr. 
George Craddock of Philadelphia, and 
Ernest Craddock of Altavista by ‘he 
second. 

Mr. Craddock was a member of old 
Grace Memorial Episcopal Church «nd 
a member of the vestry, and when t)at 
church was moved to Fort Hill he was 
one of its founders and also was sen or 
warden. 
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Walter S. North 


ROCHESTER, N. Y.—Walter S. North, 
89, dean of American sole leather buy- 
ers, who had been with E. P. Reed & 
Co., makers of women’s footwear, for 
more than 62 years, died suddenly at 
his home at 870 Culver Road, Friday, 
July 12. 

Mr. North, in his usual state of 
health, was automobile riding Thurs- 
day evening with James Fennemore, 
long a close personal friend, and he 
said a cheery “good night” when he 
alighted at his home. 

It was not until the following morn- 
ing, when an employee of the Reed 
factory called to take him to work, that 
it was learned that he had died in the 
hallway as he was about to unlock the 
door. 

The history of modern American 
shoemaking paralleled the career of 
Mr. North, who was given a testimonial 
dinner by the firm at the Rochester 
Club, Oct. 20, 1932, “celebrating 62 
years of continuous, faithful service 
with E. P. Reed and Company.” 

On that occasion, Lester H. Reed, the 
present head of the company and 
grandson of Edgar P. Reed, its foun- 
der and first president, who hired him, 
said: “One of the greatest privileges 
of my business career is to make a 
public expression of the affection which 
I and all of us have for Walter North.” 

There was further evidence of that 
affection in the fact that orders were 
given that the factory be closed during 
the time of his funeral. 

Mr. North began work in the sole 
leather department of the small Reed 
& Weaver factory on Jan. 6, 1877, when 
it was producing 250 pairs of shoes a 
day, in contrast to the present E. P. 
Reed & Co. capacity of 3500 pairs. His 
first job was sorting leather, and he 
remained in the same department for 
the succeeding years, fifty of which he 
was chief sole leather buyer. 

Mr. North made four trips annually 
to the leather markets, buying with the 
discerning judgment of an expert au- 
thority. Only recently he returned from 
a business trip to New York. 

He had a penchant for going to re- 
mote places on his vacations. Two years 
ago he spent his vacation in Alaska; 
on another vacation he spent his time 
in Mexico City. This year he was con- 
tent with an automobile trip through 
the South. 

Although he would have been 90 in 
December, Mr. North was at the fac- 
tory early each day, busy with the 
duties of his job. 

Mr. North leaves one sister, Mrs. 
John Dodd of Syracuse, and several 
Rieces and nephews. 

Funeral services were held Monday 
afternoon, July 15, at 2 o’clock, with 
the Rev. Weldon F. Crossland of As- 
bury Church officiating. The bearers 
Were Lester H. Reed, Edgar M. Reed, 
H. Arthur Burch, Guy E. Manley, 
Joseph E. Koch and Walter Rickard. 
Burial was in Riverside. 


LARRY CARROLL 
presents 


THE LATEST CREATION 
IN SPORTS SHOES 


A STYLE unique— 
that is. taking the 
country by storm— 
available in both 


high and low cuts— 


PROTECTED BY 
U. 8. DESIGN 
NO. 120512 


in all over white and color combina- 


tions that are real knockouts. 


CARRIED IN STOCK BY ALL THE 


LEADING JOBBERS. 


(Will advise name of jobber nearest you) 


NORWAY SHOE COMPANY 


NORWAY @ MAINE 
ADDRESS ALL COMMUNICATIONS TO THE FACTORY 


Truman H, Platt 


BINGHAMTON, N. Y.—Truman H. 
Platt, 55, head of the Endicott-Johnson 
Corporation medical and relief depart- 
ment, died July 5 at his home, 77 Grand 
Boulevard. Under his direction the de- 
partment developed from a minor divi- 
sion into a modern system ministering 
to the wants of thousands. 

Mr. Platt entered the employ of En- 
dicott-Johnson in 1915 as a payroll 
worker, but he was later entrusted with 
the duty of putting into working form 
the plan of George F. Johnson, chair- 
man of the board, to improve public 
health through the use of health edu- 
cation and preventive measures. 


Simultaneously, he led in the expan- 
sion of his small division into an ex- 
tensive organization within which were 
three well-equipped medical centers to 
care for the sick. He earned the praise 
of the community in 1935 through fur- 
nishing medical supplies, food and 
clothing to flood victims. 

Mr. Platt was born in Binghamton 
in 1884, educated in the schools of the 
city, and then worked for a number of 
retail shoe stores before finding the 
chief opportunity for his talents at 
Endicott-Johnson, serving for a quar- 
ter of a century. 

Besides his widow, he leaves a 
daughter, Alice E. Platt of Bingham- 
ton, a nephew, and two grand-nieces. 
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Orthopedics 
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TOM-BOY “Big Four” 


Long inside leather counters 


CHILD 








LINES 


OF 


Wedged Thomas Heels, Uskide tops 
Shortback patterns, L & R quarters 
Shell Cordovan outsole 
R & L steel shanks 


PRESTIGE 


AND 


SHOE MFG. CO. 


Milwaukee, Wis. 


PROFIT” 





Positive Promotion 
[CONTINUED FROM PAGE 24] 


colorful Sandal Shop recently installed 
by the department of quality shoes on 
the second floor (called the Fashion 
Floor) to serve seasonal needs for beach 
and hot weather wear. 

Many women, of course, find the de- 
partment on the first floor adequate for 
all their needs in footwear. This section 
carries shoes ranging from $3.98 to 
$5.98. The models offered here include 
a dress and sports line, which are fea- 
tured under a name originated by the 
store (Femina). 

This department, which emphasizes 
style in cut, fabric, and color, naturally 
atiracts a young trade. No bid is made 
for the older person, for no arch shoes 
are carried here. Many mature women, 
however, who have an eye for smart 
values patronize the department. 

Inasmuch as the medium-priced shoes 
have the advantage of location as well 
as special display features, they are not 
advertised. The department is fortunate 
in having for its head a man who was 
formerly with the display division of 
Hahne & Co. Its buying policy, how- 
ever, is largely in the hands of the mer- 
chandise manager, who also directs the 
budget department in the basement. 

Niches with special lighting are the 
inviting feature which one first notes as 


he approaches this popular shoe depart- 
ment on the first floor. Town and coun- 
try shoes are dramatized in early Sum- 
mer in these recesses extending along 
the entire wall side. 

Silhouetted against a cut-out green 
background of metropolitan towers, 
spectator shoes take on added glamor. 
Simulated grass and foliage afford a 
realistic setting for shoes in brown and 
white, shoes in blue and white, or black 
and white. 

Open display characterizes this first 
floor department everywhere. Grouped 
according to type or style, shoes are 
shown on separate fixtures—but all 
within easy sight and reach of the cus- 
tomer. Another feature making for 
variety and interest is the Sandal Booth 
of the popular-priced department. Sea- 
sonal footwear in many styles and 
colors is ranged on the inner shelves 
and on the circular counter. 

Shoppers who go to the second floor 
for fashion apparel, will find an attrac- 
tive department of shoes in the upper 
price ranges*that has been directed 
for several years by M. M. Schoenberg, 
the buyer. This division while dis- 
tinetly modern as to fixtures and open 
display is marked by an arrangement 
and decorative detail designed to ap- 
peal to persons of good taste. 

Recesses set at intervals along two 
wall sides of the department afford 
space for display of key merchandise 


at easy eye level. Spot lighting add 
to the effect. Copper bandings len 
contrast to warm beige wood whik 
harmonizing with the brown rust: 
used as a background for the shoes. 

Open display prevails on every hand 
Even the large pillars running fron 
floor to ceiling are utilized for this pur 
pose. Slanting wood shelves enameled 
in matching color have been attached 
Each of these small surfaces with : 
ledge to catch a heel, carries a pair o 
shoes titled at the right angle for dis 
play. 

The department which was mode 
nized about three years ago, went the 
whole way in the matter of open dis- 
play this Spring according to Mr. 
Schoenberg, when all closed cases were 
taken out. “We put in open fixtures at 
the front of the department,” he said. 
Low metal fixtures resembling tables, 
for example, now contribute to the con- 
venience of the shopper while making 
for an immaculate atmosphere. 

It is a principle with this department 
to concentrate on well-styled, well- 
founded shoes. 

“We keep away from fads,” says 
Mr. Schoenberg. “We seek well-s-vled 
merchandise—something that is not 
crazy nor unstable.” 

A practiced observer will note here 
a large sales force—a force which, 
however, is well occupied. A friendly, 

[TURN TO PAGE 52, PLEASE] 
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Helpful Fitting Clues in the 
Worn Shoe 


[CONTINUED FROM PAGE 4] ] 


one-quarter or one-third, is not worn at all. Such wear 
is frequently due to the bottom filler of the shoe, which 
thins out at the ball under the first three metatarsal 
heads, creating a saucer-like cavity. Thus, the cavity is 
concave on the insole bal! surface and convex on the 
outsole. In these cases a small metatarsal pad is justi- 
fied—not to raise the metatarsal arch but merely to fill 
in the cavity and prevent the metatarsal heads from 
sinking into it, thereby causing a “fallen” arch. 

THE FOREPART UPPER: Frequently, along the 
line of the fifth metatarsal and fifth toe, the upper of 
the shoe is thriist over the outsole so that there is an 
“overlapping.” Often this is due to an improper last 
on the foot—an inflare or straight last when it should 
be outflare to allow for the natural outflare of the fore- 
foot. It may also be due to a weakfoot condition, in 
which the forefoot swings outward and presses against 
the upper of the shoe, forcing it to overlap the outsole. 
If the foot is normal, then an outflare last should be 
fitted. If it is a weak foot, then naturally a shoe can- 
not be satisfactorily fitted from an orthopedic view- 
point until the foot is under treatment. 

THE LINING: This is an excellent indicator of 
wearing surfaces, showing where pressures come. 

Everyone of these wearing surfaces indicates some- 
thing about the foot in the shoe. When a shoe fits cor- 
rectly it will wear out evenly in all these sections. When 
the wear is uneven then an adjustment has to be made: 
the heel height, the last, the shape of the toe box, the 
shank, etc. This analysis takes bat a minute or two 
when the fitter gets it down to a system. But after the 
analysis the fitter is in a position to advise what kind of 
a shoe is best. 





SNAP PUL-OVA “BETTE” BOOT 


Through an error in the advertisement of the Goodyear | 


Footwear Corp., Providence, R. I., manufacturers of can- 
as, rubber and gadabout footwear, which appeared in 
the June 29th issue of BOOT and SHOE RECORDER, 
under the heading “In the Spotlight for the Teen Age and 

e,” the names of two galoshes were transposed. 


Befor 
Shown above are the two galoshes with their correct names | 


which appeared incorrectly in the advertisement. 


WANTED 


| Young Men with Experience in 
| Retail Selling Who are Inter- 
| ested in a Job With a Future 


®@ The J. C. Penney Company, with 
1575 stores in forty-eight states, has 
openings in various of its stores for 
ambitious young men with the fol- 
lowing qualifications: 





Age—between 21 and 28 


High School education or 
more 


Good health and disposition 


Willing to work hard to get 
ahead 


Willing to go wherever sent 


Experience in the retail sell- 
ing of wearing apparel for 
men, women, or children, or 
shoes, or yard goods 


® Men who qualify will start as 
salesmen and be given every oppor- 
tunity for advancement. 


@ Every store manager in the 
Penney Company came up through 








the ranks—not only is he paid a sat- 
isfactory salary but he shares liber- 
ally in the profits of his store. Out of 
the ranks of today’s salesmen in 
Penney stores will come tomorrow's 
Penney executives. Advancement is 
solely by merit—not by seniority, 
favoritism or politics. 


® If this advertisement interests you 
—write at once, giving your quali- 
fications and experience, to J. D. 
Keyes, Room 1701— 


J. C. PENNEY COMPANY, INC. 


330 West 34th Street, New York City 
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Color Fall Windows 


with Decorative 
Display Cards 


and Price Tickets 





desi gn—white 
ice in black. 


PRICE TICKETS 





stock. Samples available on 
request. 

6 Doz.—$!.10. 12 Doz.—$2.00 
With Store Name imprinted 
100 tickets—$3.00 
200 tickets—$5.00 


Check with order please, un- 
less C.0.D. preferred. 


Be Market-Wise, Centralize 


You, as a buyer, can find what you want when you want 
it here—with a and certainty of selection not 
possible elsewhere. In the Marbridge Building are 
more shoe and allied concerns than in any one build- 
ing in America. 

The Marbridge Building is in the very heart of mid- 
town New York. All the great retail stores are nearby. 
So, if you are in search of ideas, examples and promo- 


DISPLAY CARDS 


Each month, {4 informative 
and forceful selling messages 
en appropriately designed 
cards. 








Sime 


Detailed informa- 2) 














tions, center your attention here. 


47 WEST 34th ST. 





D. S. Macponatp, Manager. 


MARBRIDGE BUILDING 


also 1328 BROADWAY, N.Y.C. 


LNAWLYWdad FOIAYAS SINWHOUAW 
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Marx and Phillips Join 


Weyand Sales Staff 


St. Louis, Mo.—Fred Marx, saies 
manager of The Weyand Shoe Com- 
pany, St. Louis, announces the addi- 
tion of Jack Corcoran to the Weyand 
sales force. Mr. Corcoran is covering 
the States of Missouri, Kansas, Ne- 
braska and Iowa. He was formerly 
connected with Kane, Dunham & 
Kraus; prior to that was in the retail 
business, The Pannor Shoe Company, 
Des Moines, Iowa. 

Mr. Marx also announces the addi- 
tion of H. E. Phillips, formerly with 
Blue Ribbon Shoemakers. Mr. Phillips 
is carrying the Weyand line in Cali- 
fornia, Oregon and Washington. 


Army Shoe Orders Total 


$1,353,266 in One Month 


WASHINGTON, D. C.—The War De- 
partment awarded shoe contracts to 
the following companies during the pe- 
riod June 15 to July 10: 

International Shoe Co., St. Louis, 
garrison shoes, $159,345; Endicott- 
Johnson Corp., Endicott, N. Y., garri- 
son shoes, $307,350, service shoes, $169,- 
775; Herman Shoe Co. Boston, service 
shoes, $189,000; Brown Shoe Co., Inc., 
St. Louis, service shoes, $150,000; In- 
ternational Shoe Co., St. Louis, service 
shoes, $235,696; General Shoe Corp., 
Nashville, Tenn., service shoes, $146,- 
100. 


Melnick Store in 


Larger Quarters 


Laconia, N. H.— Melnick’s Shoe, 
here, has moved from 471 Main Street 
to larger quarters at 556 Main Street 
in a new modern building with marble 
tile front. The store and signs are 
illuminated throughout with fluorescent 
lighting. 





The Grand Duchess Marie of Russia, 
hostess at the recent press lunch given 
by the Red Cross Shoe Company, 
chooses a pair of Red Cross “Rogues” 
and discusses them with Miss Alice 
Hughes (right), of the New York Post. 
Miss Hughes acted as commentator at 
the Style Show following the lunch. 


Lee Manages New 
Levy Department 


MONTGOMERY, ALA.—Calvin Lee, for- 
merly with Lane and Mathews, leased 
shoe department of the Capitol Cloth- 
ing Store, has accepted the manager- 
ship of Al Levy’s Shoe Department. 
Mr. Lee succeeds O. W. Rutherford, 
who was said by the department to 
have gone to Houston, Texas. 

Formerly a leased department by the 
Newstadt chain, the shoe shop has been 
taken over by Mr. Levy, who will op- 
erate it as a part of his specialty shop 
for women. Mr. Rutherford, who came 
to Montgomery from the Newstadt 
store in Shreveport, La., was said to 
have left the employ of the chain. 


Keeps the Public Informed 


RACINE, Wis.—A full-page news- 
paper advertisement was used by the 
Lau Shoe House here, recently, to re- 
fresh the public’s mind concerning its 
policy and its services. The store has 
been in business for more than 70 ycars 
and included in the advertisement were 
pictures of the firm’s personnel, in: |ud- 
ing Les Augustine, Ann Lau Hanson, 
Ed Henschen, Margaret Maier, Paul 
Jensen, Emma Lau, Albert Lau, Hurry 
Laufman, Ernie Reitmeier, Viryinia 
Somers and Harold Zunke. 
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SALESMEN WANTED 


WANTED TO PURCHASE 


POSITION WANTED 





EXPERIENCED JUVENILE SALESMAN 
acquainted with best retail trade, selling 
juvenile welts in following territories; Texas, 
Massachusetts, Tennessee, Alabama, Georgia, 
and Florida. Commission basis. Stock shoes. 
Give full details first letter. Address %822, 
care Boot & Shoe Recorder, 209 So. State 
Street, Chicago, Ill. 





WELL established manufacturer of women’s 
and misses’ $3, $4 and $5 retail, sport and 
vocational shoes, has openings for salesmen in 
the States of Ohio, Indiana, Kentucky and 
i. Non-conflicting side line permitted. 
Liberal straight commission paid. Must furnish 
good references. State full particulars in first 
letter. Address $820, care Boot & Shoe 
Recorder, 209 South State Street, Chicago. 





SIDE LINE SALESMAN WTD. 


SIDELINE SALESMEN WANTED: Michi- 
gan and Indiana open for experienced men. 
Only producers need apply; we ship only well 
rated accounts. Opvortunity to make extra 
earnings with fast selling shoes. Address $824, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





(CASH buyers for Manufacturers worn shoe | 


accumulations. Especially mén’s dress. 
Quantity no object. BURTON. SHOE COM- 
ANY, Cassville, Mo. 





SHOE STORES WANTED 
FOR CASH 


retailing men’s, women’s shoes from $6.50 
and up having short term leases. 
confidence to 


Write in 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual references 








Buyers of Surplus Stocks 


We will buy surplus or A ~ stecks ef shees 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 

106 Duane St. New York 
Phene WOrth 2-5377 and 5378 








FOR SALE 


SHOE STORE doing $12,000 in busy town 
in Pennsylvania, population more than 10,000. 
Wonderful opportunity for industrious man. 
Cash. Address Box $807, Boot & Shoe Recorder, 
56th & Chestnut Streets, Philadelphia, Pa. 








WANT TO LEASE 


BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We for cash surplus or complete shee stocks. 
or unbranded. Generous prices. 

Write, wire or phone. 


BARSH 
14 8. Third St. 


CEASAR 
Philadelphia, Pa. 
Phone Market 9139 








WANTED TO LEASE: Ladies’ Shoe Depart- 

ment in lar Department Store or 
Specialty shop. Southern city over 25,000 
yoy preferred. Address 2823, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 








Charles W. Anderson Heads 
Newcomb-Anderson Shoe Co. 


RocHEsTer, N. Y.— Announcement 
has been made that Charles W. Ander- 
son is now president and treasurer of 
the Newcomb-Anderson Shoe Co., 276 
SanfordStreet, as the successor of 
Thomas S. Newcomb. Fred S. Osborn, 
factory’ superintendent, is vice-presi- 
dent and Minnie Newcomb is secretary. 

Mr. Anderson has long been in the 
shoe manufacturing business in Roch- 


Jobe” 
©. Church 


New York City 


Phone Barclay 7-7887. 

















ester, starting with T. W. Newcomb 
in 1895. He engaged in business for 
himself in 1904 on the top floor of the 
Fee Building, attracting considerable 
attention with advertising in which he 
advised: “Visit me at the Sky Parlor.” 

The corporation manufactures soft 
sole and flexible stitchdown shoes for 
infants and children. 





POSITION WANTED 


Orthopedic shoe buyer and manager 


able experiences for the past 18 years 
Ready for change by August 15th. 


Address 826, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 








SITION Wanted: With nationally know 
line of shoes, for Georgia and Florida ter: 


tory. Twenty- five years~ selling and buyin: 


experience. Age forty-two; pot personalit 
Address $825, care Boot & Shoe 
East 42nd Street, New York, N. 





LESMAN, twenty-five years of age; eig':t 
years’ retail shoe experience; excellent re/- 
erences. Address $821, care Boot & She 
maa 100 East 42nd Street, New Yor 





Conaway Company Opens 
New Plant 


MILWAUKEE—Conaway Company, I1- 
corporated, has announced the estab- 
lishment of a new plant at 1748 North 
Thirteenth Street, Milwaukee, Wis., 
fully equipped for style and fashion 
promotion on women’s, men’s and ju- 
venile shoes and the manufacture of 
men’s, women’s and juvenile shoe pat- 
terns. 

The company wil have a New York 
studio in the Marbridge Building, 
further announcement of which will be 
made shortly. C. W. Conaway, is head 
of the company. 


Guy M. Munden Injured; 
To Resume Trip Soon 


FREDERICKSBURG, VA.—Due to an in- 
jury to a muscle in his leg, Guy M. 
Munden, who represents Virginia Shoe 
Company, Inc., manufacturers of chil- 
dren’s shoes at Fredericksburg, Va., in 
a sales capacity, is temporarily disabled 
and will be unable to return to his ter- 
ritory for about two weeks. As soon 
as he recovers he will resume his trip 
with the Fall line and will call upon 
those of his customers whom he has not 
been able to see up to this time. 





For all 





CLASSIFIED ADVERTISING RATES 
eee ees See eiestvenens to 6 conte per weet for all undisplayed advertisements. Mini- 


advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 
advertisements is $5.00 an inch with a maximum of 46 words. 


in our New York office on Friday of the week preceding publication. 
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Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


designated by Congress or men in au- 
thority as being “a real need for prep- 
aration for defense or for war itself.” 

Every business man approves and 
demands adequate military equipment 
und man-power but he wants the tre- 
mendous works and sacrifices to be made 
practical, and without the waste that 
comes through “muddling about.” We 
have lived too long in an atmosphere 
where compromise was cautious survi- 
val, so that it becomes difficult to act 
decisively. Suddenly we find ourselves 
up against the emergency of making a 
nation a tough fighting force, fiercely 
jealous of its freedom. We will. 

We simply can’t go on pushing this 
defense business aside in favor of the 
more personal, pressing business of 
income and trade because, if we do, we 
soon forget the problem, figuring that 
being out of mind it doesn’t continue to 
exist—only to find ourselves, at some 
future date, a big, helpless hulk, bloated 
with gold and comparatively soft living, 
and totally unfit for “shaking a fist and 
meaning it.” 

We ‘must begin now to think very 
definitely along the lines of keeping 
preparedness and defense, military and 
supplies, in their proper channels. Also 
to remember that the public will con- 
tinue to want shoes and apparel and 
lots of other things—war or no war. 
It can be truly patriotic to restrict gov- 
ernment to its functions of preparing 
for the national defense—not to control 
everything and everybody. 


Bids for 452,028 Pairs for 
Army Open July 22 


Boston, Mass.—Following close on 
the heels of the last big order for regu- 
lar army service shoes—that of June 
22, when orders covering the manufac- 
ture of approximately 290,000 pairs 
were placed—the government is again 
planning to step into the market, this 
time for 452,028 pairs. When contracts 
for this lot have been let, the govern- 
ment will have on order more than 
700,000 pairs, taking into consideration 
the contracts to be let, plus those which 
have been let since the middle of June. 

Bids for this third, and largest lot, 
will be opened July 22 by the command- 
ing officer of the Boston Quartermaster 
Depot at the local Army Base in South 
Boston; and a record number of bids 
are expected, as manufacturers who 
have not heretofore participated in the 
bidding are expected to enter the battle 
for the first time. 

There are persistent rumors in the 
leather district to the effect that ap- 
proximately 300,000 pairs are yet to be 
ordered—bringing the total of the cur- 
rent governmental “buy drive” to well 
over 1,000,000 pairs. 


MERCHANTS’ NEEDS 
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MERCHANTS’ NEEDS 








BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 


3 SAVE % OF FITTING TIME 
Cut down try-ons 














12th Distribution Conference 
To Be Held in Boston 


Boston, Mass.— War emergencies, 
Census of Business, and Fashion as re- 
lated to Distribution problems will 
furnish the major themes of the 12th 
Boston Conference on Distribution to 
be held at the Hotel Statler, Monday 
and Tuesday, October 7 and 8. 

Business leaders from all sections of 
the country representing the manufac- 
turing, wholesale and retail channels of 
trade, will make up the 700 executives 
who annually participate in the two-day 
discussion of the problems of distribu- 
tion with relation to business at home 
and abroad. 

A cross-section of business leaders 
who will address the Conference as an- 
nounced by Director Daniel Bloomfield 
includes Harvey S. Firestone, Jr., Fire- 
stone Tire & Rubber Company; Harold 
H. Swift, Swift & Company; Governor 
Lloyd C. Stark of Missouri; Mrs. Edna 
Woolman Chase, Editor, Vogue; C. F. 
Hughes, N. Y. Times, and Edwin S. 
Friendly, N. Y. Sun; Saul Nelson, 
senior economist, U. S. Bureau of Labor 
Statistics and Bernard Lichtenberg, 
Institute of Public Relations, Inc. 

A feature of the Conference will be 
the first presentation and analysis of 
the 1940 Census of Business, by Dr. 
Vergil D. Reed, Assistant Director of 
the U. S. Bureau of Census. 


Store Remodeled 


CoraL GABLES, FLa.—The Bootery, 
at 248 Coral Way, is being remodeled 
and will be finished with new furniture 
and fixtures. The store is to be de- 
partmentalized with different sections 
set aside for men, women and children. 
Nationally advertised shoes are carried. 


THE NEW! 
Dr. PYLE’S FOOT OSCILLATOR 


Makes fitting easier and quicker—Gives in- 
stant relief to most customers’ foot discom 
forts and pains, and puts them in a buying 
mood. The Oscillator has been in use for 
many years by leading department and shoe 
stores 


A necessary addition to every shoe store 
and department. 


Price $49.50 A. C. Liberal Terms 
Write at once for necrest dealer's name to 


THE VI-PED-EX CORP. 
STOCKTON, CALIF. 











Lennox 


ST. LOUIS 


ALL ROOMS AIR-CONDITIONED ‘302 UP 











Regal Opens New Outlet 


JERSEY City, N. J.—The Regal Shoe 
Company has opened one of its most 
modern shoe stores at 33 Journal 
Square. The store carries a wide va- 
riety of styles, leathers and materials, 
and will specialize in reproductions of 
custom bootmaker models. 

The store will be under the manage- 
ment of G. C. Freeland. 

G. C. Zimmerman, district manager 
for the Regal concern, was at the open- 
ing, June 14. 

The Regal Shoe Company opened its 
first store in Jersey City, 38 years ago. 


Griffith Manages New 
Lee Store 


OcALA, FLA.—Lee’s Shoe Store has 
been opened and is carrying a complete 
line of dress and sport shoes for men, 
women and children. Joe W. Griffith 
is manager. The store building has 
been remodeled and now has a marble 
front. Fluorescent lighting is used 
throughout. 
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Positive Promotion 
[CONTINUED FROM PAGE 46] 


alert manner on the part of various 
clerks gives the impression that em- 
ployees are satisfied and that all is 
well in the department. One feels also 
that each salesman is encouraged to 
contribute his individual best. 

Because. executives of Hahne & Co. 
realize the importance of display where 
the gréatest number of people will see 
it, the smart Sandal Shop mentioned 
at the very start, is installed on the 
main floor at the onset of real Sum- 
mer. In this shop has been assembled 
the smartest of gay footwear from the 
shoe department on the Fashion Floor. 

The display of shoes within the store, 
however, does not tell the whole story 
of merchandising. Street. windows are 
used to dramatize style points and sea- 
sonal uses of footwear. Furthermore, 
outside display is not merely occasional, 
but frequent. 

To one who is interested in the mer- 
chandising of shoes, it is an inspiration 
to talk with J. L. Livingstone, adver- 
tising. director of Hahne & Co. The 
promotion of shoes as he outlines it is 
threefold: display, circularization, and 
newspaper advertising. 

We have already mentioned how 
shoes are displayed inside and out- 
side the store. Footwear from the 
women’s style division is also drama- 
tized as often as three or four times 
each month by means of fashion shows 
put on by the store at the request of 
local clubs and other groups. 
instance, shoes are commented on by 
the fashion coordinator, not merely as 
an incidental detail but as an essen- 
tial of the carefully chosen costume. 

Shoes also obtain publicity through 
direct mailing in an unusually thor- 
ough manner, according to Mr. Liv- 
ingstone. The clerk makes a card with 
every sale, which is added to the mas- 
ter file of customers. Printed pieces 
about shoes are sent out to such cus- 
tomers throughout the year. At the 
same time shoes are mentioned in cir- 
culars mailed to the general list of 
customers of the store. In the case of 
children’s shoes, an active list of what 
each child wears is kept. This informa- 
tion is invaluable for direct mail pur- 


poses. 
Hahne & Co. does not advertise shoes 
merely as shoes. .This Newark store 


distinctly avoids stereotyped copy 
which sets forth the merchandise under 
a broad classification. Rather it em- 
phasizes a fashion point as exemplified 
by the shoes in question. With this 
policy in mind, we observe, for ex- 
ample, that the advertisement high- 
lights color, fabric, open toes, or - the 
arch. Sometimes the occasion or use 
calls for attention, as instanced by 
dress or sports shoes. Thus we find 
copy which is fresh and stimulating, 
in other words copy arresting the 
attention. 


In each- 
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BOOTS AND SHOES 


ATHLETIC SHOE CO.. THE, Chicago, Ill 
| COLE, ROOD & HAAN CO., Chicago, fl 
| ENDICOTT-JOHNSON CORP.. Endicott, N. Y 
| GILBERT SHOE COMPANY, Thiensville, Wis 
| GOODWILL SHOE CO., Holliston, Mass 

GREEN SHOE MFG. CO., Boston, Mass 
| HERBST SHOE MFG. CO. Milwaukee, Wis 
| HOUSE OF CROSBY SQUARE, Milwaukee, Wis........................... co. 2 
LAMBERTVILLE RUBBER CO. New York City 
| MISHAWAKA RUBBER & WOOLEN MFG. CO. Mishawaka, Ind 

MORSE & ROGERS, New York City 
| MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 
| MUSEBECK SHOE COMPANY, Danville, Il 
ee I EE OE, IR, ooo ce ccc ccc ccccceccccccccccscccecce’ 
| NORWAY SHOE CO., Norway, Me 
| NUNN-BUSH SHOE CO., Milwaukee, Wis 
SACO-MOC SHOE COMPANY, Portland, Me 
| STETSON SHOE COMPANY, Se. Weymouth, Mass........................... 
| SUPERIOR SHOE CO., Chicago, Il 

WINTHROP SHOE CO., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York, Boston, Philadelphia 
| ENGLAND WALTON DIV. OF A. C. LAWRENCE LEA. CO., Boston, Mass... 32 
| HUBSCHMAN, E., & SONS, Philadelphia, Pa 2nd Cover 
| KISTLER LEATHER CO., Boston, Mass 

| OHIO LEATHER CO., Girard O 

RICHARD YOUNG CO. New York City 
| SURPASS LEATHER CO., Philadelphia, Pa 
| ZIEGEL EISMAN CO. Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


| DEWEY & ALMY CHEMICAL CO, Cambridge, Mass 
LITHOX CORP. THE, Wapakoneta, O 

| UNITED FAST COLOR EYELET COMPANY, Boston, Mass 

| UNITED SHOE MACHINERY CORP., Boston, Mass 

| UNITED STATES RUBBER CO.—LASTEX DIV., New York City 


| STORE EQUIPMENT AND ACCESSORIES 


BRANNOCK DEVICE CO., Syracuse, N. Y 

MOHAWK CARPET MILLS, New York City 

SCOTT FOOT APPLIANCE CO. Omaha, Neb 

SHOE FORM CO., INC., Auburn, N. Y 

a SS ME GaSe céwccnebecdesaseccavesovdcecevcccoccece 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa 

HOTEL LENNOX, St. Louis, Mo 

IRVIN RUBIN, New York City 

ISELIN, WILLIAM, & CO., INC. New York City 
KIRSCH-BLACHER CO. INC. New York City 
MARBRIDGE BUILDING, New York City 
PENNEY, J. C.. CO., INC. 
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WHAT IS THE SECRET? 
OF TRI-BALANCE ACTION 


A new foundation for walking through 
these corrections: 


THE VITAL PRINCIPLE: 
TRI-BALANCE FOUNDATION is an 


accurate method of controlled fitting 
through an insole with three stabilizing 
grips that gently hold the foot in a steady 
position — without movement, displace- 


ment or friction. 


Of importance to merchants who want 
customers and profits: What continuing 
source of supply can you depend upon for 
discriminating footwear in good taste and 
good styles that correct these foot weak- 
nesses? Only W. B. COON COMPANY 
can give you TRI-BALANCE FREE 
TREAD SHOES. 


W. B. COON COMPANY 


47 West 34th St., New York City 





EMPTY SPACE 


FLAT WEEL SEAT 











TRI-BALANCE WAY 





Improperly _ balanced 
support and the lack 
of a properly controlled 
heel within the shoe 
is the prime cause of 
weakened arches. 


Proper Support and 
Stabilization of the 
Heel Are Achieved by 
the Three-Point Scien- 
tific Principle to be 
Found in Free Tread 
Shoes. 


RESULTS IN 





\=/ 








a 








WALK WRONG: Wobbly walking in 


an ordinary shoe results in run-over, 


pronated and misshapen shoes—pain- 


ful to the wearer. 


WALK RIGHT: TRI-BALANCE walk- 
ing in FREE TREAD shoes gives pos- 


ture and poise to the wearer and long 


life to the shoes — pleasurable to the 


wearer who expresses her appreciation 


by buying the next pair. 


37 CANAL STREET, ROCHESTER, N.Y. 


1800 Republic Building, Chicago, Ill. 
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